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 i 
Abstract 
The sport sponsorship sector continues to dominate the global sponsorship market 
and outpace growth in traditional advertising in the United States (US) and abroad 
(IEG, 2015).  Yet practitioners and academics are still searching for a greater and 
deeper understanding of the true effects of sponsorship and sponsorship-linked 
marketing.  This research examines sports sponsorship relationships that might not 
make sense to people when first presented, as is the case with many sponsorship 
relationships. For example, Adidas is a sponsor of Manchester United, and this 
relationship has a logical fit in that Adidas manufactures apparel for sports. Other major 
sponsors of Manchester United include Chevrolet (American auto manufacturer) and 
the Indian Oil Company, which do not have existing links with the sponsored property. 
Previous research has shown that relationships like these that do not appear to naturally 
fit together can produce lower levels of recall and lower brand attitudes. Because of 
this, both academics and practitioners have attempted to create and articulate links to 
improve fit between a brand and a team. The resulting academic research into 
sponsorship has focussed on the existing associations of brand and team to create fit. 
Known as taxonomic relations, this type of matching focuses on functional and image-
based traits of both brand and team to attempt to find a common link to communicate to 
the audience. This research proposes that matching existing individual traits is not the 
only way to increase fit, and may not be the best choice in relationships with poor 
natural fit.    
Specifically, this research introduces thematic relations to the context of 
sponsorship as an alternative pathway to fit underpinned by schema theory. Thematic 
relations have recently entered the conversation in the marketing literature to expand 
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the collective understanding beyond the widely-held view of fit creation through 
taxonomic links. Taxonomic relations match two schemas based on intrinsic traits such 
as function and image, and because the traits are internally held, this provides 
constraints for marketers attempting to increase fit when there are no existing links 
between brand and team. In contrast, thematic linkages use the complementary external 
interaction between two schemas within a spatial-temporal scenario where the two may 
interact or coexist, such as a plate and a cloth napkin within the theme of dining out.   
This thesis tests whether there are differences between the creation of taxonomic 
and thematic links when attempting to influence fit using an articulative message. 
Similarly, the differences between these two types of messages are compared regarding 
sincerity of the message. Both perceived fit and perceived sincerity are also 
hypothesised to be parallel mediators between articulation and brand attitude.  Finally, 
these relationships are posited to be moderated by team identification as part of the 
tested Model of Articulation Processing.   
Study 1 used a 2 x 3 (articulation: control, image-based taxonomic x brand fit: 
high, moderate, low) between-groups, factorial design to test a created taxonomic link 
between brand schema and team schema for highly-identified Australian rugby fans. 
Study 2 utilised a 2 x 4 (fan: high identification, low identification x articulation: 
control, image-based taxonomic, sponsorship-based thematic, philanthropic-based 
thematic) between-groups, factorial design that replicated Study 1 and added thematic 
conditions to examine if fit can be increased by explaining the interaction between 
brand and team within the schema of sponsorship or a philanthropic gesture of 
community support. The thematic articulations in this Study 2 emphasised a third 
schema of sponsorship or philanthropy using an American sample of both identified 
fans and non-fans of a US National Basketball Association (NBA) team. Both studies 
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were analysed using analysis of variance (ANOVA) to examine differences in 
perceived fit and perceived sincerity. PROCESS modelling in SPSS was also employed 
to detect the moderation of fan identification on the mediating variables of perceived fit 
and perceived sincerity on the dependent variable of brand attitude.  
The findings from this research suggest that brands do not benefit from creating a 
functional or image-based articulative link that attempts to link brand with team.  
Furthermore, it shows that there is a risk of a less positive attitudes toward the sponsor 
brand when these types of links between brand and team are communicated.   
In contrast, creating and articulating a thematic link between brand and team such 
as a detailed explanation of the sponsorship agreement can improve brand attitudes for 
all fans of a team, regardless of identification. The outcome for high and low identified 
fans is the same, but the path to these outcomes differs by group. Highly identified fans 
process the articulation using fit between brand and team, which is likely due to the 
importance and salience of the team schema.  Fans with low identification process the 
message using perceived sincerity, suggesting that the link between brand and team is 
not as important as the motivation of the sponsor brand and the interpretation of that 
message. The research concludes with the discussion of a number of relevant theoretical 
and managerial implications.  
 First, creating a direct taxonomic link which attempts to directly match intrinsic 
traits between the brand and team schemas slightly decreases fit when the respondent is 
a highly-identified fan, identifying a boundary condition for articulation.  The findings 
also show that thematic articulation using external interaction between brand and team 
within the context of a third schema can significantly improve fit for highly identified 
fans. A thematic philanthropic link between brand and team and community improves 
fit for high identification fans and improves fit for low identification fans.  Finally, the 
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proposed model finds that perceived sincerity and perceived fit mediate the relationship 
between articulation and fit, which is moderated on the b’ path by team identification.  
Highly identified fans with a salient team schema primarily use perceived fit as a 
mediator in changing brand attitude. Low identification fans with no attachment to 
either schema rely solely on the perceived sincerity of the message to determine 
changes in brand attitude.  
This leads to a better understanding to the pathways used to influence change in 
brand attitudes and how they differ based on the individual’s attachment to one of the 
presented schemas. This research helps to more clearly define the boundaries and 
establish guidelines to better understand how and when the construct of articulation 
produces significant changes in perceived fit, perceived sincerity and brand attitudes, 
including relevant theoretical and managerial implications.  
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Chapter 1: Introduction 
On 16 May 2016 the Philadelphia 76ers and StubHub announced the first jersey 
sponsorship deal in the history of the four major American sport leagues — the National 
Basketball Association (NBA), National Football League (NFL), Major League Baseball (MLB) 
and the National Hockey League (NHL). “This marks another groundbreaking first for the 
Philadelphia 76ers and StubHub. Our brands are now inextricably linked as we create lifelong 
memories for our fans in Philadelphia and around the world,” said Philadelphia 76ers CEO Scott 
O’Neil (BusinessWire, 2016). The ambitious goals stated in this sponsorship deal came on the 
heels of the approval of the NBA owners on 15 April 2016 to include a small sponsor patch on 
game jerseys in the 2017–18 NBA season; the first step to incorporate team sponsors directly in 
the largest sport market in the world (IEG, 2015).  Whether the sponsorship between the 76ers 
basketball team and StubHub online ticket market could be as argued to be a good fit remains to 
be seen.  Previous academic research has shown that a sponsorship announcement alone does 
not necessarily leave brands “inextricably linked” to teams/events, and that fans must be able to 
make that link between the brand and their team (Cornwell, Weeks, & Roy, 2005).   
This idea of fit between two separate entities is a major area of sponsorship 
research, spanning the last 20 years. In fact fit has become even more important, as 
sport sponsorship deals have become increasingly ubiquitous and progressively 
expensive for the sponsor brands.  
In the world of sport sponsorship the pace has been set at an increasingly 
exponential rate by deals in professional football (soccer).  Kit sponsorships, jersey 
sponsors and stadium sponsors have propelled the revenues of European football clubs 
to astounding heights (Costa, 2016).  An example is Manchester United, who recently 
2  
signed a USD1.18 billion, 10-year contract with Adidas that set a record for a kit 
sponsorship deal.  Ten months later that record was smashed by a deal between 
Barcelona FC and Nike, worth an estimated USD1.74 billion over 10 years (Costa, 
2016).  Kit sponsors such as Puma, Nike and Adidas have a natural fit with athletic 
teams as they make the uniforms and other relevant sporting equipment for the 
sponsored team.  On the other hand, other major sponsors are not always as easily 
matched with the team itself.  As of 2106, Manchester United’s other major sponsors 
include United States (US) automaker Chevrolet, US insurance giant Aon and Indian-
based Gulf Oil International, among others.  Adidas sponsoring a soccer team makes 
sense—it doesn’t make the reader question the arrangement; however, any one of the 
three other sponsors mentioned could probably benefit from an explanation of the 
reasoning behind the agreement. Gulf Oil International in particular made a valiant 
attempt to show the connection between an Indian oil company and an English football 
club using an image-based taxonomic link:  "While both Manchester United and Gulf 
have evolved and adapted since their foundation more than 100 years ago, neither has 
forgotten its roots. Gulf always seeks to demonstrate its core values of quality, 
endurance and passion, which are principles that are also held by the Club” (Tanner, 
2016). In the academic world this statement explaining the sponsorship link is known as 
‘articulation’, and is designed to create ‘fit’ through a connection between brand and 
team (Cornwell, Humphreys, Maguire, Weeks, & Tellegen, 2006). The questions are 
obvious: Does articulation increase fit? Why would articulation improve perceived fit in 
some case but not others?  Why would it work in some cases but not others?  Before 
answering these, this thesis looks at what we already know about fit and articulation 
from existing scholarly literature.  
 3 
1.1 THE EXISTING LITERATURE AND RATIONALE FOR RESEARCH 
Sponsorship research has examined the concept of fit between sponsee and 
sponsor (Speed & Thompson, 2000), the possible dimensions that constitute fit 
(Gwinner & Eaton, 1999; Speed & Thompson, 2000) and the relevant benefits of a 
high-fit pairing, including increased attitudes toward the sponsor brand and the way 
individuals process associative linkages through types of articulation (Fleck & Quester, 
2007). High-fit between sponsors and sponsees has been shown to have a positive 
influence on brand attitudes (Becker-Olsen & Simmons, 2002; Gwinner & Eaton, 
1999), while low-fit sponsorships create confusion and have a negative impact on both 
recall (Cornwell et al., 2006) and brand attitudes (Becker-Olsen & Simmons, 2002).   
Sponsorship pairings are different in nature to other research looking at fit, such 
as pairings between brands and outside objects in brand alliances (Simonin & Ruth, 
1998), brand extensions (Aaker & Keller, 1990; Meyers-Levy & Tybout, 1989; Park, 
Milberg, & Lawson, 1991) and celebrity endorsements (Kamins, 1990; Misra & Beatty, 
1990), yet much of the extant research has extended studies from these areas into the 
sponsorship arena without any regard to the inherent contextual differences. Brand 
alliances or extensions strategically rely on inherent taxonomic attributes, such as 
functionality or image, to link the two entities and this does not translate fully to the 
concept of sponsorship.  This is because sponsorship agreements are the most likely of 
these types of pairings to have poor levels of natural fit, as sponsors in the 
professional sport market do not always have natural ties to the team or market that 
they are entering (Cornwell, 2008).  There is another relevant stream of research 
that can help to better understand fit and the pathways to creating fit.  This 
research separates taxonomic and thematic linkages as two unique methods for 
linking objects, concepts or people to create fit (Estes, Gibbert, Guest, & 
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Mazursky, 2012).  This relies on an understanding of schema theory and posits 
that thematic relations are a way to establish a link between two objects within the 
context of a scenario or event (Lin & Murphy, 2001).   Before the differences 
between taxonomic and thematic relations can be fully discussed, the existing 
literature on the articulation of sponsorship relationships should be critiqued.   
Articulation has been introduced in the sponsorship literature as a way to 
overcome lack of fit through a marketing message intended to “[explain] the 
relationship between entities” (Cornwell et al., 2006, p. 312). Articulation relies on the 
use of sponsorship-linked marketing, which is the surrounding marketing activities that 
are meant to reinforce the sponsorship and create meaning in individuals’ minds 
(Cornwell, 1995). A tactical articulation crafted by the marketer is intended to increase 
perceived fit in low-fit pairings of sponsors and sponsees (Weeks, Cornwell, & 
Drennan, 2008) to either reinforce already-established links or to establish new 
associative links between the two objects. For the purposes of this research, 
articulation is defined as the process of communicating a link between sponsor and 
sponsee with the intention of enhancing levels of perceived fit between the two 
entities. 
Extant research on articulation is limited, but positive effects have been shown in 
creating fit between brands and events (Simmons & Becker-Olsen, 2006) as well as 
sponsor recall (Cornwell et al., 2006). Changes in sponsorship fit, in turn, have been 
shown to be positively related to changes in attitude toward the sponsor brand 
(Mazodier & Merunka, 2012; Speed & Thompson, 2000), which is another important 
outcome variable in the sponsorship literature (Cornwell, 2008).  
While Simmons and Becker-Olsen’s (2006) study has been the most influential in 
terms of explaining the power of articulation there were no real theoretical 
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underpinnings as to why the articulative message linking the two studied objects—Alpo 
dog food and the Special Olympics—worked.  Possibly because of this, more recent 
studies have used a variation of articulation types.  Weeks et al. (2008) used an image-
based taxonomic articulation, explaining that the corporate philosophy of Adidas was in 
line with that of a music festival and helping young artists.  The study showed that this 
articulation by itself was not significant in changing brand attitude for the low-fit 
pairing.  Another study attempted to identify the most influential forms of articulation 
and found participants’ product use to be the most influential factor in impacting fit 
(Olson & Thjømøe, 2011). Yet product use would not be of much help to many low-fit 
sponsorship pairings, such as Gulf Oil International and Manchester United.  There 
are no functional or image-based links between the two brands that are apparent.  
However, even though taxonomic relations cannot provide pathway to fit it is 
possible thematic relations can.  Thematic relations not only link what is apparent but 
also what could be possible within a schema (Estes, Golonka, & Jones, 2011).  For 
example, the link between a hammer and nail is strongly thematic, as the hammer 
hits the nail in complementary external roles; but it is also possible to use a rock to 
pound a nail and if that scenario was explained then the thematic fit between the 
two is plausible (Estes et al., 2012).  Logically, the relationship between Gulf Oil 
International and Manchester United could be explained by a contextual schema: 
sponsorship.  The understanding of sponsorship is that a company pays a certain 
amount of money or other fee for the right to attach the brand to the event in some 
way. If the explanation of the sponsorship agreement entailed disclosing this 
information and stating how the money would benefit the team (stadium upgrades, 
player salaries etc.) would that create a thematic link that would improve fit 
between the brand and team? Thematic processing allows two seemingly unrelated 
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entities to exist within the framework of a third schema, which opens up the 
possibilities for creating fit when there are no direct taxonomic links between two 
entities, such as a sponsor and sponsee. This leads to the first research question, 
which examines other possible routes to creating fit through articulation, as well as 
the outcome variable of brand attitude: 
RQ1:  Are there differences in how consumers process taxonomic and thematic 
sponsorship linkage articulations?    
RQ2: How do taxonomic and thematic articulations impact brand attitude 
towards the sponsor brands? 
Another variable that has been integral in sponsorship evaluations is the sincerity 
of the sponsor message (Rifon, Choi, Trimble, & Li, 2004; Speed & Thompson, 2000).  
Studies have found that sponsorship motives positively affect brand attitude when they 
are perceived as being less commercial and more pro-social (d'Astous & Bitz, 1995; 
Stipp & Schiavone, 1996; Weeks et al., 2008).  While existing research has found that 
sincerity plays a key role in processing sponsorship messages there are no known 
studies that have directly measured the sincerity of an articulative message crafted by 
the researcher.  The sincerity of the message will help explain any changes in brand 
attitude, as well as the differences in perceived sincerity between thematic and 
taxonomic relations in articulations.  This research therefore includes perceived 
sincerity of the message to investigate how this variable interacts with both fit and 
brand attitude. There are no relevant studies in the literature to suggest how fit and 
sincerity might interact or individually influence brand attitude. As such, the third 
research question is:  
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RQ3: How does the perceived sincerity of a sponsorship link and the perceived fit 
between sponsor and sponsee influence attitude towards the brand?  
Another study involving articulation was conducted by Roy and Cornwell (2004), 
which investigated the role of attendee knowledge in processing fit.  They found that 
experts produced more event/sponsor thoughts and perceived lower fit with low-equity 
sponsors than novices.  The earlier example of a sponsorship schema between an oil 
company and a football club and the benefits the club receives might be a meaningful 
message for those with strong schematic knowledge and affectation for the club, but 
would it be as important to those who were not as attached? This research intends to 
examine whether identification with team is a potential moderating variable in 
articulating fit. There are a few important studies that show the effects of articulation in 
improving recall or fit, but other than Roy and Cornwell’s (2004) study, there is no 
mention of the relationship between respondents and the event or team chosen 
(Cornwell et al., 2006; Simmons & Becker-Olsen, 2006; Weeks et al., 2008). 
Research in team identification shows that highly-identified fans process information 
differently and more thoroughly than those with moderate- or low-identification  
(Potter & Keene, 2012) and that group influence can shape reactions to messages that 
activate an in-group schema (Cohen, 2003).  The fact that those with high-
identification and low-identification have different reactions to messages that activate 
in-group schemas is something that should be considered in testing the effects of 
articulation.  This knowledge can be utilised by the sponsor using three articulation 
variations.  The first is an image-based taxonomic articulation that attempts to link the 
brand’s image with that of the team.  The second is a sponsorship-based thematic 
articulation that explains the benefits within the sponsorship schema to both the team 
and brand.  The third is a philanthropic articulation that shows both the brand and team 
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ARTICULATION 
 FAN    
IDENTIFICATION 
FIT 
BRAND 
ATTITUDE 
SINCERITY 
benefiting the larger community.  These are all articulations that test whether there are 
differences between articulations and/or differences between respondents with high 
and low team identification.  This extends the knowledge of articulation as it tests 
whether these direct links are effective in increasing perceived fit. This leads to RQ4: 
RQ4:  What is the role of fan identification with a team in how consumers 
process articulated messages, and how does identification influence 
attitude towards the sponsor brand?    
Finally, this research tests the proposed conceptual model shown in Figure 1.1 that 
posits that perceived sincerity and fit mediate the relationship between articulation and 
brand attitude. The model also proposes fan identification as a variable that will moderate 
the relationship between the mediators and the dependent variable of brand attitude.  
  
 
 
 
 
 
 
 
Figure 1.1 Conceptual model  
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1.2 CONTRIBUTION  
This research contributes to academic knowledge in three significant ways.  
Firstly, the introduction and testing of thematic linkages to the context of sponsorship 
introduces an entirely new pathway to creating fit. This extends the existing literature in 
sponsorship and thematic relations to show that two existing brands with no taxonomic 
links can be schematically connected through plausible, created scenarios.  It also 
shows that the creation of taxonomic linkages to connect brand and team do not 
increase fit and brand attitudes and may even decrease them.  
Secondly, these studies suggest that identification does indeed moderate the 
relationship in terms of articulation processing in that only those with high 
identification evaluate brand attitudes through the lens of perceived fit.  Those with low 
identification do not hold the strong and salient identified schema of team, and 
therefore, do not need to find alignment between brand and team. They instead focus 
solely on the sincerity of the message when determining changes in brand attitude.  
Finally, this thesis examines the proposed research questions utilising two 
samples on different continents that sheds light on how explanatory sponsorship 
messages are interpreted differently according to identification and how these 
interpretations influence brand attitude.   
1.3 OUTLINE OF THE THESIS 
The following is a brief synopsis of each of the chapters presented in this thesis to 
provide the main ideas and arguments presented in each.   
1.3.1 Introduction 
Chapter 1 includes a discussion of the gaps in sponsorship literature regarding 
perceived fit and articulation. It provides examples from both academia and practice of 
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the current understanding of an articulative message and how the prevalence of 
taxonomic relations is currently constraining the options that are available to create fit.  
It offers the concept of thematic relations as an alternative pathway to influencing fit 
and subsequent brand attitudes and proposes to investigate the differences in these two 
types of messages. The context of sponsorship is ripe with brand and team pairings that 
have no evident taxonomic linkages and the fit between brand and team has shown to 
be an important variable in sponsorship research. Finally, the increasing expenditure on 
sponsorship deals and the continued search by academics to understand and manipulate 
sponsorship fit makes the current research both prudent and promising.  
1.3.2 Literature review 
Chapter 2 begins with the foundation of schema theory in understanding how 
schemas are formed and how new information is processed through assimilation and 
accommodation. It then discusses the ideas of taxonomic and thematic relations as two 
separate pathways to achieve fit between two schemas using internal trait matching 
(taxonomic) or external complementary roles in a schematic scenario (thematic).  This 
base of knowledge allows for a critique of the extant marketing and sponsorship 
literature regarding perceived fit and articulation and an understanding of what is 
accepted and what is possible in these research streams. It will then discuss the role of 
perceived sincerity in advertising and sponsorship messages as another key variable to 
consider when presenting an articulation designed to create fit. Identification with team 
will also be introduced as a moderating variable with a discussion of the strong and 
salient team schema that can influence message processing when activated and what 
this means for articulation.  Finally, the influence of each of these variables on brand 
attitude will be considered before discussing the variables in concert in the hypothesis 
building chapter.   
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1.3.3 Hypotheses development 
Chapter 3 begins by a presenting a cumulative argument that classifies the nature 
of a taxonomic message and how this has been employed in sponsorship research.  It 
concludes that the presence of existing taxonomic links that naturally achieve fit 
between two entities has constrained the academic understanding of how fit can be 
created and overestimated the ability of taxonomic relations to effectively increase fit 
when the link is created.  It then contrasts this with the concept of thematic relations 
and the ability of this method to create fit using a third schema by which the two 
entities may interact in complementary roles. This is highlighted by an example of an 
existing study that used articulation to improve fit and explaining how that message can 
now be classified as thematic in nature. Finally, the roles of fit and sincerity as 
mediators and the moderator of team identification will be discussed as having an 
impact on changes in brand attitude, culminating with the rationale for the Model of 
Articulation Processing. 
1.3.4 Methodology and research design 
Chapter 4 addresses the research questions through two online experiments that 
were conducted with a sample of Australian rugby fans in Study 1 and fans of the 
NBA’s Cleveland Cavaliers in Study 2. The experiments were conducted using a 2x3 
and 2x4 post-test only, between-groups, factorial design. Study 1 uses a 3 x 3 
(articulation: control, image-based x brand fit: high, moderate, low) between-groups, 
factorial design to test a direct taxonomic link between brand schema and team schema 
for Australian rugby fans with high identification and utilises analysis of variance 
(ANOVA) to determine changes in fit. The study also uses PROCESS model 4 
(Hayes, 2012) in SPSS, with two mediators of fit and perceived sincerity working in 
parallel to analyse their mediation effects in influencing brand attitude. Study 2 
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utilises a 2 x 4 (fan: high identification, low identification x articulation: control, image-
based taxonomic, sponsorship-based thematic, philanthropic-based thematic) between-
groups, factorial design that replicates Study 1 and adds two indirect thematic links to 
examine if fit can be increased without attempting to directly link the brand to the team 
schema. The articulation in this study emphasises a third schema of sponsorship or 
philanthropy using an American sample of both identified fans and non-fans of an NBA 
team. Study 2 also employs ANOVA to determine changes in fit and PROCESS model 
14 to test the full conceptual model, including the effects of articulation through the 
parallel mediators of sincerity and fit, moderated in path b’ by team identification to 
determine changes in brand attitude.  
1.3.5 Analysis and discussion 
Chapter 5 begins with the ANOVA of an image-based taxonomic link versus 
control for three different brands regarding the variables of perceived fit and perceived 
sincerity for the sample of highly identified Australian rugby fans. This is followed by 
the PROCESS model 4 results examining the roles of perceived fit and perceived 
sincerity in affecting brand attitudes and how a created taxonomic link compares to no 
articulation in determining changes in that model.  This is followed by a brief 
discussion of the results found in Study 1 and how the findings impact the design for 
Study 2.  Study 2 employs ANOVA to find any differences in fit and perceived 
sincerity in the 2 x 4 (fan: high identification, low identification x articulation: control, 
image-based taxonomic, sponsorship-based thematic, philanthropic-based thematic) 
design. The differences between high and low identified fans were not found using 
ANOVA, which was expected as the moderation is hypothesised to occur on the b’ 
path.  Therefore, the analysis of Study 2 is split into separate analyses of the effects of 
articulation on perceived fit and perceived sincerity (Analyses 2A and 2B) followed by 
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an analysis of the entire sample using all the variables and PROCESS model 14 of 
moderated mediation (Analysis 2C).  Each analysis will be followed by a brief 
discussion of the results and how they can better explain the methods of processing 
articulation in each group.  
1.3.6 General discussion and conclusion 
Chapter 6 begins with a general discussion of the collective findings including the 
understanding of a created taxonomic link and the boundary condition found in Study 1, 
the ability of thematic links to improve brand attitudes in all fans in Study 2 and the 
processes by which each group of fans interpret articulative messages. This is followed 
by the theoretical implications of thematic links in sponsorship, the differences between 
high and low identification in processing and the tested Model of Articulation 
Processing. This is followed by managerial implications of the success of thematic links 
and an understanding of how different components of a sponsorship message affect 
different audiences.  Finally, limitations and future research opportunities are discussed.  
1.4 CONCLUSION 
This thesis specifically examines the ability of articulation to create fit and 
challenges the understanding of fit within the sponsorship literature. This investigation 
includes the concepts of and pathways to fit between a brand and team/event (Olson & 
Thjømøe, 2011), the use of articulation to create a taxonomic or thematic link between a 
brand and team/event (Cornwell et al., 2006; Weeks et al., 2008) and how individuals 
perceive the sincerity of those messages (Rifon et al., 2004). The findings provide 
insight into how and under what conditions sponsorship-linked marketing messages can 
develop or alter the understanding of the sponsor–sponsee relationship.  It also 
considers the primary and secondary audiences of sponsorship-linked marketing, which 
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is comprised of fans with both high and low identification with the team/event and how 
differences between groups affect how sponsorship messages are processed (Deitz, 
Myers, & Stafford, 2012) and evaluated (Mackie, Worth, & Asuncion, 1990; Madrigal, 
2001).   This investigation of articulation considers all of these constructs in concert to 
determine the role of perceived message sincerity and perceived fit in determining 
changes in brand attitudes and the nature of identification in processing articulative 
messages.   
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Chapter 2: Literature Review 
2.1 CHAPTER OVERVIEW 
This chapter critically reviews the existing and relevant literature on perceived fit 
and articulation using theory in psychology and marketing research.  It begins with an 
overarching explanation of schema theory including taxonomic and thematic relations 
to better conceptualise the nature of fit. It then synthesises marketing and sponsorship 
literature using schema theory and taxonomic and thematic links to better understand 
the conceptualisation and operationalisation of both fit and articulation in existing 
literature and how these constructs will be examined in this research.  This is followed 
by the inclusion of perceived sincerity of the articulation and how perceived sincerity 
and perceived fit have mediated changes in brand attitudes in previous literature. 
Finally, team identification will be introduced as a moderator in understanding how 
articulation works when the receiver has a strong connection to the sponsored team or 
event. 
While all of these concepts have appeared in both marketing and sponsorship 
literature, this is the first study that attempts to understand all of these ideas in concert 
and how they might interact according to theory.  Specifically, this research uses 
schema theory to better comprehend the processes by which high levels of fit are 
achieved naturally and how articulation has been previously explained.  It introduces 
the concepts of taxonomic and thematic relations as two separate pathways to increase 
fit and synthesises this knowledge into existing fit and sponsorship literature. The 
variables of perceived sincerity and team identification are then reviewed as constructs 
that might affect the processing of articulation, providing a different perspective on how 
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to understand articulative links and their potential limitations.  To achieve this, a review 
of each concept is undertaken, including both seminal literature and recent 
investigations found in marketing and sponsorship.  This will provide a robust picture 
that includes an understanding of the original arguments and how each theoretical 
concept has added to the extant knowledge in the marketing and sponsorship literature 
so that the ideas can then be discussed in combination.   
The literature review begins with a brief discussion of how sponsorship has been 
defined and researched in academic literature, before narrowing the focus to investigate 
the specific research questions outlined in the previous chapter.  Schema theory is then 
examined to develop an understanding of how concepts are developed into generic 
structures with defining features to understand how schemas are formed and how new 
information alters the understanding of a concept.  Schema theory provides the lens by 
which the other constructs are examined and is the basis for understanding the 
interaction between them in this thesis.  A taxonomic and thematic creation of fit will 
be applied using schema theory to form the foundation for understanding and 
synthesising the other constructs that are discussed in the literature review. The first of 
these constructs, fit, is examined as it exists in the sponsorship and marketing literature 
and how thematic and taxonomic relations apply to the literature. This discussion then 
progresses from object pairings that have natural links that establish fit to couplings that 
are not natively congruent. The concept of articulation is then introduced as a method to 
increase fit between two objects through the creation of schematic links with a 
discussion on the differences between taxonomic and thematic examples.  The next 
section examines perceived sincerity of the message, considering how individuals 
process and interpret the motivation behind newly-created articulative schematic links.  
Finally, the target audience of highly-identified fans is considered to examine the 
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qualities these fans show and how that might affect the strength and accessibility of the 
team-identified schema. These constructs are discussed individually in the literature 
review and conjunctively in the hypotheses development (Chapter Three) to arrive at 
the testable predictions made in this research. These concepts are shown as a testable 
model in Figure 1.1 (repeated from Chapter One), that will be discussed throughout the 
literature review and provide the basis for the arguments presented in the hypothesis 
development chapter.    
 
 
 
 
 
 
 
 
Figure 1.1 Conceptual model (repeated from Chapter One) 
2.2 SPONSORSHIP 
Sponsorship has been defined as “an investment, in cash or in kind, in an activity 
in return for access to the exploitable commercial potential associated with that 
activity” (Meenaghan, 1991, p. 36). Sponsorship falls under the category of unmeasured 
media, which includes any marketing outside of major media (such as television, print, 
radio, Internet and outdoor advertising); as such, a true understanding of the effects of 
sponsorship has proven difficult. In an early review of sponsorship research, Cornwell 
ARTICULATION 
FAN 
IDENTIFICATION 
FIT 
BRAND 
ATTITUDE 
SINCERITY 
18  
and Maignan (1998) concluded that research on sponsorship often resulted in 
ambiguous and contradictory findings.  Since then, there has been progress in the 
literature trying to understand sponsorship effects. A brief overview of extant 
sponsorship research as a whole is therefore appropriate before focusing on the 
constructs that are closely examined in this thesis.  
Sponsorship is experienced peripherally as an extension of the main event through 
the use of simple brand logos that lack a complex advertising message.  Because of this, 
sponsorship messages have been termed ‘advertising fragments’ (Pham & Vanhuele, 
1997). The low-level processing of these fragments has been shown to be somewhat 
effective (Olson & Thjømøe, 2003). Mere exposure effects of on-site signage and 
billboards have resulted in increased consumer brand recall (Bennett, 1999) and 
enhanced preference for the brand name (Olson & Thjømøe, 2003). Complementary 
research involves processing fluency, which builds brand awareness by reinforcing or 
reactivating previously-held brand associations through the repetition of low-
involvement fragments (Pham & Vanhuele, 1997).   
While early sponsorship research investigates the ability to increase awareness 
and reactivate established consumer attitudes, more recent studies have examined the 
deeper relationship between sponsor and sponsee using sponsor efforts that surround a 
sponsorship relationship.  Sponsorship as a concept is restricted to the explicit 
agreement between the brand and the team/event, including on-site signage and 
broadcast mentions, while sponsorship-linked marketing describes other brand-driven 
efforts to leverage that relationship through coordinated marketing activities (Cornwell, 
1995) .  
A number of relevant studies have investigated the role of fit between sponsors 
and sponsees as a critical element in sponsorship outcomes, such as changes in brand 
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attitudes and purchase intentions.  The fit between a brand and team is also at the core 
of the current research, with the aim to determine the pathways to create fit and the role 
of fit in a more complex model to better understand how types of sponsorship 
articulations are processed.  Before considering how two separate concepts, such as a 
brand and team, might become linked in the mind of the individual, there needs to be a 
theoretical understanding of how the mind organises and stores information. 
Specifically, the abstract understanding of the varied associations attached to a concept, 
and the potential linkage between two concepts, is integral to hypothesising how these 
links might exist or be formed. Schema theory provides the theoretical lens that clarifies 
how knowledge is interpreted and stored regarding concepts, and the processes that help 
to influence and change the intricate meaning surrounding an idea.  This theory forms 
the backbone of the current research in explaining fit, articulation, perceived sincerity 
and social identity.  As such, schema theory is first explained as a concept, followed by 
the differences between taxonomic and thematic matching, and how these ideas apply 
to the other relevant constructs in this thesis.   
2.3 THEORETICAL UNDERPINNINGS OF FIT: SCHEMA THEORY 
The term ‘schema’ can be defined as an abstract structure or framework that 
exists in an individual’s mind and incorporates both generalised knowledge and 
personal experiences into a set of expectations and beliefs about an object of interest 
(Piaget, 1976).  The underlying assumption of schema theory is that knowledge is 
organised in a coherent network that holds facts, beliefs and feelings about a specific 
domain ( Mandler, 2014). The term schema has roots in the early work of Bartlett 
(1932), as a conceptualisation of how individuals organise information over multiple 
experiences to better define and categorise objects and ideas. Research on early-life 
schematic development helped to understand the process of trial and error that helps the 
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mind classify new stimuli  (Piaget, Cook, & Norton, 1952) and is followed by the 
eventual formation and solidification of schematic structures that can be used to quickly 
process new information at the schema level (Crocker, Fiske, & Taylor, 1984).  As 
concepts become more clearly understood and are stored in a mental schematic 
structure, any information that activates the schema can be evaluated by comparing it to 
the known schematic network of expectations and beliefs, making the process less 
cumbersome to help explain new stimuli (Sujan & Bettman, 1989).  An example of this 
might be a time in the later stages of cognitive development where a person 
encountered a surprising-looking dog that they had never previously known about.  
Whether the dog was an imposing English Mastiff, a long, squatty Dachshund or some 
other interesting-looking dog, this encounter might be startling at first; however, if the 
dog schema is activated and the person has had enough exposure to dogs to build a 
well-defined schema, the dog schema would guide the evaluation process. At this stage, 
it would not take long for the person to be able to understand that it belonged in the dog 
schema by seeing signifying physical, dog-like features and actions such as it being 
domesticated, loyal or collar-wearing. This matching of both abstract and concrete 
features between a new stimuli and a known schema is known as ‘fit between the 
stimuli and schematic expectations’, also known as ‘cognitive consistency’ (Osgood & 
Tannenbaum, 1955).  This action can be explained using schema congruity theory 
(Mandler, 1982), where new stimuli are matched to an activated schema using the 
assimilation of mild- or moderately-incongruent information, or by accommodating 
extremely-incongruent stimuli (Mandler, 1982; Piaget, 1981).  Schema congruity is best 
explained within the context of schema theory and the literature that explains how these 
theorised mental structures are created and stored. A recent article  conceptualised 
schemas as having four defining features: an associative network structure, a basis on 
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multiple episodes, a lack of unit detail and adaptability (Ghosh & Gilboa, 2014). These 
attributes provide a comprehensive blueprint and structured approach for discussing all 
of the relevant literature that explains schema theory. 
2.3.1 Associative network structure 
The associative network structure is based on research in psychology that 
describes associative memory as a theoretical semantic network of activated links and 
nodes (R. Wyer & Srull, 1989). The triggered node spreads out to activate other nodes 
through links of varying strength to create a network of relevant associations 
surrounding the focal node (Henderson, Iacobucci, & Calder, 1998; Krishnan, 1996). 
To illustrate, the associative network schema of athletic shoes is shown in Figure 2.2.  
When the node of athletic shoes is activated through some stimuli, spreading activation 
occurs whereby other relevant nodes are connected and a web of relevant associations 
are revealed that have been attached to the central node through previous exposure and 
categorisation (Collins & Loftus, 1975). The more often a node is activated and 
connected to another node, the stronger the association becomes (Anderson, 1983). The 
theory of spreading activation is a semantic memory search not unlike a computer 
search for a file, where the memory banks are scanned for potential relevant nodes 
(Collins & Loftus, 1975). From a schematic perspective, the concept nodes are often 
superordinate or subordinate categories like that have more a more abstract and stable 
cluster of activated associated nodes such as “shoes” or “athletic shoes” (Piaget, 1976).  
Yet, as shown in the example, the athletic shoe node may activate the Nike node, and 
this more specific concept of a particular brand may have a cluster of associated nodes 
as well that form the basis of a schematic understanding of the concept, which extend 
the understanding of schemas beyond categorical knowledge to include any concept 
that has a set of expectations and beliefs that surround it (G. Mandler, 1982). 
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Figure 2.2 Associative network (Krishnan, 1996, p. 392)     
A schematic associative network is formed as the individual processes 
information and encodes it into a network of existing prior knowledge (Alba & Hasher, 
1983).  Once the schema begins to become reliable in terms of helping to categorise 
new information the schematic network is a valuable tool to quickly categorise and 
make sense of new objects or stimuli (Sujan & Bettman, 1989). While schemas are 
often described in terms of generic or categorical terms they are also used to organise 
information about more specific concepts, such as brands (Park, Milberg, & Lawson, 
1991; Thomson, MacInnis, & Park, 2005).  In this case, the main node of the schema is 
the brand itself, which then relies on existing categorical schematic information, along 
with brand experiences and knowledge, to form an associative network structure 
(Ghosh & Gilboa, 2014; Thomson et al., 2005). This idea of a brand-based schema is 
important in understanding the current research, and the Coca-Cola brand will be used 
as an example to describe the defining features of a schema.  
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2.3.2 Basis on multiple episodes 
A ‘basis on multiple episodes’ is the idea that a schema is not based on one 
interaction with a new concept or idea which may yield specific elements, but rather an 
organised conglomerate of past experiences which shapes the generic understanding of 
the concept (Bartlett, 1932; Mandler, 1982).  Each experience provides the opportunity 
to extract commonalities across time and gain a more abstract understanding of the core 
traits or associations that define the object. 
An example of multiple episodes in developing a brand schema could be an 
individual’s initial experiences with Coca-Cola.  The schema is introduced when the 
individual first experiences the product, noticing the distinctive label, tasting the sweet, 
carbonated drink and possibly hearing how much other family members enjoy it. This 
first experience, when coupled with other similar experiences, begins to form both 
concrete (tastes good, fizzy, bright-red can) and abstract (fun, treat) associations that 
become stronger over time.  The initial understanding of a new concept like Coca-Cola 
might involve mistaking other carbonated or sweet beverages as being Coca-Cola, 
while refining the distinctive characteristics of each particular object (Bartlett, 1932; 
Piaget, 1981).  Early generalisations might result in identifying a Sprite or Fanta as a 
Coca-Cola. This can persist until a distinction is made between Coca-Cola and other 
similar beverages in the soft drink category.  Figure 2.3 shows an abstract 
representation of how multiple episodes with exposure to certain similar features would 
clearly define the salient dimensions that comprise the schematic structure.  While each 
experience with the features of the schema is unique the resulting understanding is a 
range of expected outcomes for each feature included in the schema (Piaget, 1976). As 
shown in Figure 2.3, each individual experience falls somewhere different within that 
range or may even help define new boundaries of the expected range of possibilities 
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that become a more abstract understanding over time (Sujan & Bettman, 1989). This is 
linked directly to the lack of unit detail features, which is achieved through multiple 
unique experiences with the concept that have relational similarities and which become 
more generic thoughts, feelings and beliefs (Ghosh & Gilboa, 2014).   
 
Episode 1                                                                                                 Episode 2 
 
 
 
 
 
Generalised schema formation 
 
 
 
 
 
Figure 2.3 Multiple-episode schema formation 
2.3.3 Lack of unit detail 
The schematic structure shown in Figure 2.3 is the result of multiple episodes 
with stimuli that carry similar generalised knowledge and feelings to better understand 
the salient features of an object (G. Mandler, 1982).  Many of these abstract ideas may 
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be consistent among different people, such as the colours and branding of Coca-Cola 
which are recognisable throughout most of the world. Personal experience also can be 
found in schematic structures and allows for individuals to have unique salient elements 
within the structure (Piaget, 1976). If the individual always had a Coca-Cola with a 
grandparent as a special treat this may be a strong association with the brand.  While 
there would be multiple specific instances of sharing a Coca-Cola with the grandparent, 
these individual experiences would be melded into a generalised node in the schematic 
structure (Piaget, 1976).  More associations might be acquired through interactions with 
brand advertising, such as “Coca-Cola is fun” or “Coca-Cola is enjoyed by the entire 
world” and reinforced through life experiences.  The sum of these congruent events 
would define the schematic understanding.  The final feature that defines a schema is its 
ability to change or adapt over time.  
2.3.4 Adaptability  
Adaptability allows for the knowledge structure to change when new information 
is presented that either is assimilated into the existing knowledge structure or is 
accommodated by actively changing the core understanding of the concept (Ghosh & 
Gilboa, 2014).  Assimilation is the inclusion of new information that is slightly 
incongruent to the known schematic structure and which usually involves a positive 
affect (G. Mandler, 1982).  Assimilation is not a difficult task and usually involves 
incorporating information that can fit well within the existing schema. An example 
would be learning that Coca-Cola is responsible for promoting and popularising the 
image of Santa Claus that is used in many countries to this day (Louis & Yazijian, 
1980) .  While this new knowledge may be unexpected, the idea that Coca-Cola is ‘fun’ 
or the current Coke slogan of “open happiness” might provide links to the Santa Claus 
information and help in assimilating this into the schematic structure.  Therefore, the 
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new information fits within the previously-held schema and is easily incorporated into 
the structure, with a positive feeling attached to the process. Sujan and Bettman (1989) 
found that individuals were able to assimilate information about a slightly differentiated 
product to the indented original category using minimal effort.  This is represented 
abstractly in Figure 2.4.  
 
Figure 2.4 Example of assimilation (Ghosh & Gilboa, 2014) 
 Accommodation is the mental process a person may endure when exposed to 
schematic information that is starkly incongruent with the existing schematic 
knowledge about an object.  This discrepancy forces the individual to make decisions 
that are more disruptive to attempt to achieve schematic congruity or to dismiss the new 
information.  When incongruent information is presented there are two alternatives that 
are available: using an alternate schema and accommodation.  An example for Coke 
might be learning that “Coca” stands for the coca leaf or cocaine, which was an 
ingredient in the original version of Coke (Allen, 2015).  Cocaine activates a 
completely different schema which might include notions of it being dangerous, illegal 
and criminal, and which might not be easy to include in the Coke schema.  In this case, 
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an alternate schema might be activated that separates a historical version of Coke in a 
simpler time when cocaine was not known as being as dangerous as it is today, 
therefore separating it from the current Coke schema (see Figure 2.5).  In this case, 
accommodation is avoided and the information is dismissed as being part of the target 
schema resulting in no changes in affect.  The other option is accommodation, which is 
a much more disruptive process where the new incongruent information is considered 
against the existing understanding of the target schema (G. Mandler, 1982).   
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Figure 2.5 Schema Incongruity Resolution (Mandler, 1981) 
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In another taxonomic-based example, the individual might read an article that 
shows that Coca-Cola is extremely effective at removing rust, gunk and paint from 
objects, as the high levels of phosphoric acid in Coca-Cola have powerful corrosive 
attributes.  This information might be coupled with a scientific explanation of the 
corrosive power of Coca-Cola when ingested in the human body. One way to address 
this new information is to dismiss it entirely or refuse to discuss it, as the new 
information would severely disturb the existing schema (G. Mandler, 1982).  The other 
option is to attempt to incorporate this new knowledge into the schema using the 
process of accommodation. Accommodation of information is a more stressful process 
that induces a cognitive change in schematic understanding that involves not only 
including the new information, but reorganising the structure to create a new 
conceptualisation that includes and recognises the new information  (Piaget, 1976).  The 
individual’s attempt to incorporate information that does not fit with the other aspects 
of the object results in a strong affect accompanying the final decision, as can be seen in 
Figure 2.5 (Mandler, 1982; Piaget, 1976). In this example the new knowledge might be 
something that changes the schematic understanding of Coke entirely, from ‘fun’ and 
‘enjoyable’ to ‘toxic’ and ‘unhealthy’.  If this is the outcome of the accommodation, the 
emotional reaction would most likely be strongly negative towards the new 
understanding of what Coke represents.  The other outcome of successful 
accommodation would be a strong positive response if the incongruent information can 
be accommodated into the schema, such as “Coca-Cola is still a great product, and now 
I can use it to clean the good silver as well”.  Finally, accommodating the information 
could be unsuccessful, leading to a strong negative feeling toward the unresolved 
process and a reduced certainty of what the schema represents (Mandler, 1982).  
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In summary, assimilation and accommodation are processes that represent two 
ends of the spectrum regarding the degree of incongruence of new information to 
existing schematic structures.  Complete schematic congruity requires no changes and 
involves low levels of processing, as the presented stimuli match expectations of the 
schematic structure and usually results in a positive evaluative judgement with no 
affective component (G. Mandler, 1982).  Assimilation is the integration of new 
information into an established schema and requires slightly more processing in 
introducing a new modification or change into an existing structure (Piaget, 1976). This 
slight change in the understanding of the schema by incorporating new information into 
the existing structure often includes better recall of the structure and a positive affective 
component, which is what researchers posit makes mild to moderate incongruences 
advantageous to marketers hoping to leave a lasting impression of differentiation and 
positivity (Fleck & Quester, 2007; Meyers-Levy & Tybout, 1989). At the other end of 
the spectrum, accommodation is a change that occurs with more disruptive 
incongruities between new information and the known schema. Accommodation 
requires some change in the understood framework and requires cognitive elaboration 
to resolve the issue. It may involve reorganising the understood framework and/or 
negative evaluations in extremely incongruent cases.     
2.3.5 Relationships between schemas 
Assimilation and accomodation can also come into play when considering two 
entities and the fit between them using two associative networks (Krishnan, 1996).  The 
literature on schemas using associative networks and brands has been extended to 
explain the number and strength of shared associations between two entities, such as 
brand and brand extension (Aaker & Keller, 1990), and brand and spokesperson (Lynch 
& Schuler, 1994). An example of an associative memory network that includes a brand 
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and product with shared associations can be seen in Figure 2.6. Visualisations of the 
associative memory network allow researchers a window into the processes that 
consumers follow when considering shared or similar nodes between two entities to 
determine fit (Henderson et al., 1998).  When considering the fit between two stimuli, 
the type of linking process that includes matching the features and image-based 
associations from a new stimuli to an expected target is known as ‘taxonomic relations’ 
(J. M. Mandler, 2014).   All of the examples used in this thesis up to this point have 
relied on the taxonomic processing of fit, which is consistent with much of the known 
litereature on fit and schema congruity. Yet another type of matching has the potential 
to create fit utilising different pathways, providing the opportunity to establish fit 
through the objects’ roles in a scenario or theme.  
 
 
Figure 2.6 Taxonomic brand–product association network (Krishnan, 1996) 
 
2.3.6 Taxonomic vs. thematic processing  
Research into schemas and the understanding of fit between objects was seen to 
occur in two separate ways, through categorical taxonomic matching and thematic 
relations between objects within time or space (Mandler, 2014).  Early research 
measuring memory of both complex pictures of a scene or event helped to shape the 
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understanding of thematic relations between objects within a specific external schema 
such as a scene (J. M. Mandler & Parker, 1976). Another looked at the story schema, or 
the understanding of traditional story structures such as fairy tales and folk lore and 
how the thematic understanding of that relational structure can prompt anticipation for 
the next scene or provide basic generalised plot cues that help to cover a faulty memory 
for the actual story (J. M. Mandler & Johnson, 1977).  For example, “the hero rode in 
and saved the day” could be an example of what someone might anticipate next, or a 
false memory of a forgotten part of a story that has been replaced by generic story 
schema knowledge. Thematic fit between objects as the coexist or interact in the 
context of another schema is considered separate and equally useful in making 
connections or creating fit, though this has not translated into widespread testing of 
thematic relations to investigate their impact in influencing fit the marketing literature 
(Noseworthy, Finlay, & Islam, 2010). 
The vast majority of research in marketing, and specifically in the context of 
sponsorship, has relied on taxonomic relationships to establish or create fit. The 
conceptualisation and operationalisation of fit in these studies from a taxonomic 
perspective relies on an understanding of relations between the objects, which creates 
fit through the matching of internal features or attributes of each object (Estes et al., 
2012).  For example, penguins and swans could be grouped under the matching schema 
of birds, including having wings, feathers and laying eggs. They could also be matched 
on having mostly black or white colourings or markings.  Taxonomic matching is the 
basis of thinking for most of the extant literature on fit, and this has led to a myopic 
view of the pathways to create fit and the limits to how high-fit can be achieved  
(Noseworthy et al., 2010).  Most research has failed to investigate another distinctly 
separate external path to determining fit: the thematic relations of two stimuli in a 
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linking scenario or event (Golonka & Estes, 2009).  For example, the features and 
attributes of a plate and a napkin have almost no overlap to link the two schemas from a 
taxonomic point of view: a plate is hard, shiny and circular; a napkin is soft, absorbent 
and square. Attempting to group them in the same way that penguins and swans were 
grouped proves futile as they share almost no linking characteristics.  Yet in the 
schematic event of dining these two items can be closely linked and prove to be a strong 
fit within that particular context.  
 
Thematic linkages can occur in three ways within a specific context: spatial, 
temporal and functional. They can also create fit by their external relationships between 
objects, concepts or people within a specific theme (Lin & Murphy, 2001; Noseworthy 
& Trudel, 2011).  An example of spatial linking would be beer and hotdogs at a 
sporting event, temporal linking would be snow boots and hot chocolate in winter, and 
functional linking would be a razor blade and shaving cream in the shaving process.   
Thematic and taxonomic relations rely on different schematic organisation 
techniques in memory. A swan and penguin may have taxonomic links could be 
grouped under the matching schema of birds, including having wings, feathers and 
laying eggs. They could also be matched on having mostly black or white colourings or 
markings. Yet there is no reasonable scenario or event where these two animals would 
interact, making their connection purely taxonomical and not thematic. The two species 
are mostly found in completely different climates and circumstances, so saying we 
watched the penguins and swans swim around today would be confusing as it is hard to 
imagine where that would happen. Saying we watched the ducks and swans swim today 
would conjure the image of things you see at a pond or lake.  In this way, while 
thematic and taxonomic relations are separate they are not always mutually exclusive, 
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as ducks and swans also have taxonomic linkages. Another example of this would be a 
fork and knife, which share similar features as well as complementary roles in the 
dining theme.   
Research has shown, using neuro-imaging techniques, that thematic relations do 
use a distinctly different process from taxonomic relations to establish fit (Sachs et al., 
2008; Schwartz et al., 2011). Thematic relations are processed conceptually while 
taxonomic relations are processed perceptually (Noseworthy et al., 2010).  That is, 
taxonomic relations are based on perceptual cues that are devoid of context and deal 
with matching internal, concrete, categorical features or attributes—what is (Estes et al., 
2012).  In contrast, thematic relations are processed conceptually, using abstract 
associations between categories within a scenario or context—what could be (Estes et 
al., 2012).  Because thematic relations go beyond normal pairings, such as a hammer 
and nail, to include more abstract imaginative scenarios, such as “I used a rock to pound 
in the nail”, thematic pairings allow for more flexibility in creating fit (Estes et al., 
2011; Golonka & Estes, 2009).  
Thematic relations differ from ad hoc categories in that ad hoc categories have a 
specific trait, value or goal that the objects share (Lin & Murphy, 2001). Things to do 
before you go on a trip, for example, might include packing, turning off the lights and 
arranging a ride etc.  These would all be part of an ad hoc category with the common 
goal of preparedness or organisation and no special or temporal relations.  A plane trip, 
on the other hand might include boarding, taking your seat, watching the safety 
presentation and eating bad food.  These occur within the spatial-temporal 
understanding of a plane trip and the relation between the concepts has order within the 
theme.  In the plane trip theme, one cannot watch the safety presentation before 
boarding, but the ad hoc category consists of what amounts to an exhaustive to do list 
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without any particular relation between the items other than the goal of preparedness for 
the trip.  
Thematic relations have been found to occur earlier in developmental learning 
than taxonomical understanding, as contextual cues and linkages are processed and 
understood before the more rigid rules that are found in determining category 
membership are comprehended (Lin & Murphy, 2001; Matan & Carey, 2001).  
Furthermore, this ease of matching complementary stimuli within a given scenario 
persists when compared to taxonomic matching in adulthood, as the criteria are less 
constricted to create fit in thematic relationships (Gagné, 2000).  Thematic fit between 
objects as the coexist or interact in the context of another schema is considered separate 
and equally useful in making connections or creating fit, though this has not translated 
into widespread testing of thematic relations to investigate their impact in influencing 
fit the marketing literature (Noseworthy et al., 2010). 
The vast majority of research in marketing, and specifically in the context of 
sponsorship, has relied on taxonomic relationships to establish or create fit. The 
conceptualisation and operationalisation of fit in these studies from a taxonomic 
perspective relies on an understanding of relations between the objects, which creates 
fit through the matching of internal features or attributes of each object (Estes et al., 
2012).  Sponsorship research has almost exclusively employed feature or functional fit 
(Koo, Quarterman, & Flynn, 2006; Olson & Thjømøe, 2011) or image-based fit 
(Gwinner, 1997; Gwinner & Eaton, 1999) in empirical research. Taxonomic matching 
is the basis of thinking for most of the extant literature on fit, and this has led to a 
myopic view of the pathways to create fit and the limits to how high-fit can be achieved  
(Noseworthy et al., 2010).  Most research has failed to investigate another distinctly 
separate external path to determining fit: the thematic relations of two stimuli in a 
 35 
linking scenario or event (Golonka & Estes, 2009).  For example, the features and 
attributes of a plate and a napkin have almost no overlap to link the two schemas from a 
taxonomic point of view: a plate is hard, shiny and circular; a napkin is soft, absorbent 
and square. Attempting to group them in the same way that penguins and swans were 
grouped proves futile as they share almost no linking characteristics.  Yet in the 
schematic event of dining these two items can be closely linked and prove to be a strong 
fit within that particular context.  This understanding of thematic and taxonomic 
relations will be applied further when considering the extant literature on fit and the 
understanding of the fit construct in marketing.  
2.4 THE FIT CONCEPT 
In marketing literature the concept of fit has been defined in terms of taxonomic 
similarities as the salient and relevant attribute-based and non-attribute-based 
associations that link two objects in consumers’ minds (Bridges, Keller, & Sood, 2000; 
Park et al., 1991). The terms fit, congruence and similarity have all been used 
interchangeably, so for consistency the term fit will be used from this point forward. 
The examination of fit in the field of marketing has studied consumers’ perceptions of 
fit between the pairing of a brand and an outside object in brand alliances (Simonin & 
Ruth, 1998), brand extensions (Aaker & Keller, 1990; Meyers-Levy & Tybout, 1989; 
Park et al., 1991) and celebrity endorsements (Kamins, 1990; Misra & Beatty, 1990). 
The conceptualisation of fit in these cases is held in the consumer’s mind as a 
perception of fit between the two stimuli. The dimensions of fit have varied depending 
on the study, including associations of brand image or personality (Bridges et al., 2000; 
Park et al., 1991), as well as tangible aspects such as product features and perceived 
capabilities (Aaker & Keller, 1990; Park et al., 1991; Simonin & Ruth, 1998), which all 
fall under the umbrella of taxonomic fit. For example, the Tag Heuer watch brand could 
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produce a wall clock as a brand extension and draw on attribute-based fit with its 
watch-making capabilities. It could also produce sunglasses and draw on image-based 
linkage of fashionable products (Bridges et al., 2000; Estes et al., 2012). The fit 
between the two objects lies in the salient and relevant links formed in a consumer’s 
mind when simultaneously considering the association of each brand, product and/or 
object (Bridges et al., 2000).  
The processes of assimilation and accommodation can help explain the evaluative 
judgements of varying degrees when considering the fit between two objects (G. 
Mandler, 1982; Piaget, 1976). While extremely incongruent pairings often result in 
negative evaluative judgements and highly-congruent pairings often result in positive 
evaluations, some researchers posit that congruence and subsequent evaluative 
judgements do not have a linear relationship, but rather have a curvilinear one (Fleck & 
Quester, 2007; G. Mandler, 1982; Meyers-Levy & Tybout, 1989).  The curvilinear 
argument that has been made is that moderate incongruities can cause a more positive 
affective response when they are accepted into the knowledge base of a target schema 
(G. Mandler, 1982).   
This schema congruity effect proposed by G. Mandler (1982) has proven robust in 
taxonomical instances where the object was isolated and compared against an existing 
target schema, including new product features (Meyers-Levy & Tybout, 1989), schema-
guided product expectations (Stayman, Alden, & Smith, 1992) and product name 
congruity (Meyers-Levy, Louie, & Curren, 1994).  Other situations which account for 
outside contextual components have found a number of boundary conditions for the 
schema congruity effect, including extensive product knowledge (Peracchio & Tybout, 
1996), affect toward the target category (Goodstein, 1993) and thematically-related 
objects (Noseworthy et al., 2010; Noseworthy & Trudel, 2011).  The reasoning behind 
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these attenuations in observing schema congruity effects can be attributed to a deeper 
and more complex schema held by individuals with pre-existing knowledge/affect, and 
that moderate incongruities are not beneficial in conceptual thematic pairings 
(Noseworthy et al., 2010).   
Research using brand alliances, brand extensions and celebrity endorsements 
provides insight into the understanding of the concept of fit; however, there are specific 
components of these relationships that differ from the context of sponsorship.  Cornwell 
(2008) states that in many sponsorship situations the fit between brand and 
team/event/cause is not always strategic and that company policies in place to 
determine sponsorship objectives are not as clear or as process-based as they could be.  
Furthermore, any taxonomic associations that can be used to reveal fit in incongruent 
pairings may be more varied and harder to quantify in sponsorship situations, as the 
entities are often extremely different in their offerings.  For example, a brand extension 
such as Lay’s baked potato chips has clear ties to the parent brand Lay’s potato chips 
through functional traits, and the vast majority of brand extensions use either functional 
or image-based associations to create a taxonomical fit.  But what is the taxonomical fit 
between Progressive insurance and the Cleveland Indians or Gillette razors and the New 
England Patriots?  The extant literature on sponsorship fit has relied almost exclusively 
on taxonomic pathways while ignoring thematic relations, which has precluded the 
growth of this body of literature.  
2.4.1 Fit in sponsorship literature  
In sponsorship literature fit has been defined as the level of similarity between the 
sponsor brand and the object (Speed & Thompson, 2000). The understanding of fit in 
sponsorship research has come from work in other areas of consumer behaviour, but 
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studies have made attempts to grow and expand the definition as the sponsorship body 
of work has increased  (Fleck & Quester, 2007; Johar & Pham, 1999).  
Johar and Pham (1999) describe fit in similar terms to other consumer-based 
conceptualisations. These authors define fit as the semantic association between the 
event and the sponsor’s features, image or personality (Johar & Pham, 1999). This 
somewhat limited definition relies on understanding taxonomic memory processes, 
which aid identification through retrieving salient categorical cues (Johar & Pham, 
1999; Schacter, Norman, & Koutstaal, 1998). The authors identified fit as the most 
prominent cue in predicting the correct identification of sponsors and stressed that 
linking product features, brand image and brand personality to the entity provides 
multiple routes to creating salient cues that aid sponsorship recall (Johar & Pham, 
1999).  
There have been a number of sponsorship studies that have examined fit between 
sponsors and objects on various particular dimensions of fit. McDonald (1991) 
discusses product relevance in terms of fit and posits that either product use during the 
event or similarity between a brand and an event image may play a role. Gwinner and 
Eaton (1999) tested fit using function-based and image-based dimensions to explain 
image transfer. They found that the perception that the sponsor’s product was used 
during the event (function-based) or the degree to which a brand and event image were 
similar (image-based) had a positive effect on cognitive and affective image transfer 
between an event and a brand (Gwinner & Eaton, 1999). The literature that discusses fit 
assumes that consumers’ awareness of a sponsor is followed by a mental process that 
assesses the natural pairing of the two entities on either functional- or image-based 
taxonomic linkages.  
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In more recent articles, the dimensions of fit have been examined more closely to 
include new and varied ideas.  Cornwell (2008) uses an example of a Canadian telecom 
company sponsoring a Canadian hockey team that could rely on a strong geographic 
associative link (Canada) and a weaker audience-based link (youth) to create fit 
between the brand and team.  Another recent study proposed predictors of overall fit 
that included seven different dimensions, including audience similarity, geographic-
based similarity and attitude similarity (Olson & Thjømøe, 2011).  Geographic 
similarity is the beginning of an expansion from functional- and image-based features, 
as well as being a major linkage between sponsor brands and sport teams in many 
instances.  The pairings in the previous example of Progressive insurance and the 
Cleveland Indians and Gillette razors and the New England Patriots are two examples 
of geographic similarity, as the world headquarters for each brand are found in the 
respective cities. Audience similarity is the degree to which the fans of the team and the 
target market for the brand overlap (Olson & Thjømøe, 2011).  A geographic or 
audience similarity link takes the fit beyond the basic functional- and image-based 
linkages found in most of the sponsorship fit literature; however, the goal is still to find 
an internal feature within each object to match them categorically, which is still 
taxonomic matching.  The question is could fit be achieved using thematic relations 
which use more abstract principals and are not relegated to pre-existing concrete 
perceptual features?  Before further examining how to achieve a high fit between a 
sponsor and a team/event we must first define fit itself.   
Because of the various definitions and operationalisations of fit, it is important to 
clearly define fit in the context of this study. While the studies that have isolated 
dimensions of fit can be helpful in understanding the relevant links that might constitute 
fit, these are better served as ways to improve fit though an articulative message, rather 
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than a way to define and measure fit itself.  The majority of sponsorship research has 
employed a definition and operationalisation of ‘overall fit’ (Becker-Olsen, Cudmore, 
& Hill, 2006; Olson, 2010; Olson & Thjømøe, 2011; Roy & Cornwall, 2004; Speed & 
Thompson, 2000; Weeks et al., 2008).  Speed and Thompson (2000) argue that, due to 
the number of different possible pathways that could be used to establish fit, it should 
be operationalised as a uni-dimensional construct. 
This conceptualisation and operationalisation of fit is prudent, because if a 
specific link (geographic, image, functional, audience-based, thematic) between two 
entities is influential then the evidence should be found in changes in overall fit.  These 
possible predictors of fit can be helpful in creating articulative stimuli to increase fit, 
but the association made should increase overall fit, which is how the variable has been 
treated in the majority of sponsorship studies (for a review of fit operationalisations see 
Olson & Thjømøe, 2011). Therefore, fit should be conceptualised and operationalised 
as a uni-dimensional variable. Based on the sponsorship and marketing literature, in this 
thesis fit is defined as the level of overall perceived congruence between sponsor brands 
and a team in consumers’ minds (Bridges et al., 2000; Gwinner & Eaton, 1999; Johar & 
Pham, 1999; Keller, 1993; Speed & Thompson, 2000).  
2.4.2 Fit and brand attitudes 
A high fit between sponsors and sponsee has been shown to have positive effects 
on brand attitudes toward the sponsor brand (Becker-Olsen & Simmons, 2002; Gwinner 
& Eaton, 1999; Roy & Cornwell, 2003), while low-fit sponsorships create confusion 
and have a negative impact on both recall (Cornwell et al., 2006) and brand attitudes 
(Becker-Olsen & Simmons, 2002). The nature of the relationship between sponsorship 
fit and affective response has been disputed by some (Fleck & Quester, 2007), but the 
majority of sponsorship studies have explained fit within the sponsorship context to be 
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a linear relationship, where higher levels of fit yield positive changes in sponsorship 
outcomes (Cornwell & Humphreys, 2013; Weeks et al., 2008).  In this research, brand 
attitude is examined as an outcome variable that is positively influenced by fit. As a fit 
between a sponsor and sponsee is not always naturally high, the concept of articulation 
has been introduced in the sponsorship literature as a way to improve fit by creating a 
link between brands and teams/events (Cornwell et al., 2006). 
2.5 ARTICULATION IN EXPLAINING FIT 
Articulation has been defined as “the act of explaining the relationship between 
entities to support the development of some meaning in the mind of individuals” and is 
assumed to be particularly helpful from a marketing standpoint if fit is naturally low 
(Cornwell et al., 2006, p. 312). This definition has been accepted in subsequent studies 
involving articulation and is used for this research (Weeks et al., 2008).  
Articulation falls under the umbrella of sponsorship-linked marketing, which 
encompasses  activities geared around a sponsorship agreement intended to build 
meaning (Cornwell, 1995). Sponsorship-linked marketing includes any marketing 
efforts related to a sponsorship relationship, including packaging, promotions, public 
relations and direct marketing, among others (Crimmins & Horn, 1996). Basic 
sponsorship studies have measured the effects of mere exposure to advertising 
messages (fragments), such as on-site or on-screen brand logos (Pham & Vanhuele, 
1997), Sponsorship-linked marketing, on the other hand, is a complementary effort by 
the sponsoring brand to leverage the sponsorship relationship. Sponsorship-linked 
marketing provides the vehicle that allows a company to create, explain or strengthen 
an associative link between a sponsor and team/event through articulation. The purpose 
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of articulation is to either reinforce already established links between sponsors and 
sponsee in consumers’ minds, or to establish new associative links between the two.  
Cornwell et al. (2006) showed, through a series of experiments, that articulation 
has the strongest effect on brand–event relationships that are not naturally congruent 
and that articulation of an associative link can increase respondents’ recall; however, 
changes in fit were not measured. Articulation in Cornwell et al.’s (2006) study had a 
commercially-oriented message, linking the brand to the potential target market of 
concert-going youth, utilising an audience-based similarity.  Cornwell et al.’s (2006) 
study makes no mention of the brand–event linkage, but rather focuses on the attendees 
of the event being a strategic market to pursue from the company perspective.  While 
this did increase recall of the pairing there were no measures to see if this increased fit 
or brand attitude toward the sponsor’s brand.  
In a follow-up study, Weeks, Cornwell and Drennan (2008) found that a non-
commercial articulation was more effective than a commercially-oriented message in 
improving brand attitudes, but changes in fit were not measured.  The non-commercial 
articulation in Weeks et al.’s (2008) study was a taxonomic link between the aspirations 
of young artists and musicians and the corporate philosophy of Adidas, also using an 
audience-based articulation.  A closer look at the findings concludes that articulation in 
the low fit condition was not effective in isolation and only improved brand attitudes 
when combined with further consumer interaction with the company, known as 
activation.  The articulation in Weeks et al.’s (2008) used an image-based taxonomic 
link between the philosophy of the company and the aspirations of artists.       
In the only truly comparative study on articulation and fit, Simmons and Becker-
Olsen (2006) found that extreme incongruities can be resolved through articulation. In 
their study low-fit sponsorships resulted in decreased clarity of brand positioning and 
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attitude toward sponsorship when compared to high-fit sponsorships. However, 
sponsorships perceived as low-fit improved dramatically in terms of positioning and 
attitude toward sponsorship as a result of articulation of an associative link between the 
sponsor and the object (in this case Alpo dog food and the Special Olympics) (Simmons 
& Becker-Olsen, 2006).  
Simmons and Becker-Olsen’s (2006) research found that articulation of a link of 
the benefits of pet companionship for people with special needs raised attitudes toward 
sponsorship and clarified brand positioning to similar levels in the high-fit scenario, 
which was Alpo and the Humane Society (Simmons & Becker-Olsen, 2006). Simmons 
and Becker-Olsen’s (2006) study shows an extreme example of high- and low-fit, 
positing that articulation can provide the link in consumers’ minds to create fit, further 
supporting the increase in attitude when consumers are provided an with unexpected yet 
relevant associative link (Bridges et al., 2000; Fleck & Quester, 2007). The link in 
Simmons and Becker-Olsen’s (2006) study was between the brand and the participants 
by way of an indirect theme of therapy/companion animals that joined the two 
incongruent ideas together. The linkages in this scenario are thematic, as the taxonomic 
relations between dog food and the Special Olympics are non-existent. This thematic 
linkage to improve fit can only happen through an understanding of the role Alpo plays 
in feeding animals that provide therapy for people with special needs.  The other 
explanation for this increase in fit would be purely because of the philanthropic gesture 
of Alpo donating a pet to a person who could benefit from that gift.  The articulative 
message also mentions an initial cash donation to the Special Olympics and the 
donation of a lifetime of Alpo pet food to feed the dog. In this way the articulation 
between Alpo and the Special Olympics is actually confounded, as the thematic role of 
the dog food in feeding the pet cannot be untangled with the multiple philanthropic gifts 
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to conclude their individual impact on the change in fit.  While utilising thematic 
relations was not a stated decision by the researchers, it was present in a complex 
scenario that provides some insight into the potential for the success of thematic 
linkages in articulation.   
Building on past understanding of schemas (Bartlett, 1932; Ghosh & Gilboa, 
2014; Piaget, 1976) and the concept of fit between a sponsor and object (Fleck & 
Quester, 2007; Gwinner & Eaton, 1999; Johar & Pham, 1999; Speed & Thompson, 
2000), articulation relies on the use of relational and item information to create a link 
between the target schema and the knowledge of the individual (Hunt & Einstein, 
1981).  Relational information is generic information that pertains to a specific schema; 
that is, information that has been accumulated through multiple experiences that lacks 
unit detail but increases similarity between the object and the target schema (Hunt & 
Einstein, 1981).  An example of this might be seeing a pairing of the brand Powerade 
and a sport team and activating a connecting link that “Sport drinks are used by 
athletes”.  Item information is more specific to a singular event and provides detailed 
semantic information that allows for a more distinctive connection than a generalised 
relationship between basic schematic concepts (Hunt & Einstein, 1981).  An example of 
this might be: “The electrolytes, vitamins and minerals in Powerade help the 
Queensland Maroons perform in crucial moments in the game.” This type of specific 
item information is posited to work in tandem with relational information to improve 
memory and strengthen the link in individuals’ minds, while creating a unique 
association to link the specific brand with the specific team (Cornwell, 2008; Hunt & 
Einstein, 1981).  Cornwell (2008) argues that both relational information emphasising 
similarity and item information creating distinctiveness should be included in an 
articulation to promote memory of the relationship. This line of reasoning is applicable 
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in both a taxonomic and a thematic articulation.  The thematic example of item 
information within a thematic articulation would be similar to the above example 
involving Alpo, explain a philanthropic gesture such as a donation of money and 
provide item information about the specific use of that money.  While this is proposed 
by Cornwell (2008) as a way to improve recall and fit, there is evidence that item 
specific information can make the content seem more believable and improve the 
perceived sincerity of the message (Trilling, 2009). This leads to a discussion of the role 
of perceived sincerity in the determination of perceived fit in the consumer’s mind—
especially with the presence of a marketing-based articulation (Beniger, 1987). 
2.6 PERCEIVED SINCERITY 
Literature suggests that the inclusion of perceived sincerity as a construct is 
necessary when a company engages in any form of mass communication that is 
intended to be received as something other than a direct advertising message (Beniger, 
1987; Merton, Fiske, & Curtis, 1946).  This stems from a level of general distrust from 
the public regarding advertisements that have attempted to use increasingly subtle, 
staged characteristics, such as homeliness, simplicity and the use of children to portray 
sincerity in advertising (Beniger, 1987; Goffman, 1974; Merton et al., 1946).  Some 
forms of corporate social responsibility (CSR) activities undertaken by companies have 
also caused consumers to question corporate credibility because of possible insincere 
motives (Drumwright, 1996). Scepticism of true sponsor motivations has been 
identified to mediate the effects in cause-related marketing programs (Ellen, Mohr, & 
Webb, 2000; Webb & Mohr, 1998).  
In high-fit sponsorship pairings, processing of the relationship is quick and less 
contemplative, bypassing the question of sponsorship motivation (Rifon et al., 2004). A 
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low-fit pairing with the presence of articulation requires a higher level of processing as 
the individual assimilates or accommodates the new information into their schemas 
(Cornwell, 2008; G. Mandler, 1982), which may also prompt the individual to elaborate 
on sponsorship motivation and consider profit-based reasons (Forehand & Grier, 2003; 
Rifon et al., 2004).  
The advent of sponsorship-linked marketing campaigns has allowed sponsors to 
articulate the sponsorship relationship in a meaningful way; however, the boundaries 
are not clear as to what is and what is not acceptable in terms of articulation types or the 
relative effectiveness of possible articulations (Cornwell et al., 2006). Sponsoring a 
non-profit such as the Special Olympics may be seen as more altruistic in nature than 
team sport sponsorships (Rifon et al., 2004; Simmons & Becker-Olsen, 2006). The 
differences between articulations stating commercial and non-commercial sponsorship 
motivations was examined by Weeks et al. (2008). Their findings showed that a non-
commercial articulation of sponsorship motivation performed better than a commercial 
explanation, which adds to the idea that consumers may accept altruistic motives in a 
non-charity context.  
Yet, research examining pro-social sponsorship activities shows that individuals 
process explanations of sponsorship motivation differently depending on the presence 
or absence of alternative salient motives (Forehand & Grier, 2003). If other 
explanations are salient and not articulated, scepticism of the company’s motives is 
higher and brand attitudes are lower.  The authors found that two strategies can 
counteract negative perceptions that result from the presence of alternative salient 
motivations (Forehand & Grier, 2003). One of these is constructing a sponsorship-based 
articulation that proactively addresses the intended benefits that the brand or company 
is receiving, along with how the brand is benefitting the sponsee. The other mechanism 
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is the creation of a novel and specific philanthropic articulation that requires the 
individual’s full attention to process the link, and dulls any alternative explanations that 
might otherwise be activated (Forehand & Grier, 2003).  This second explanation 
closely resembles the description of articulation used by Simmons and Becker-Olsen 
(2006) to create fit between Alpo and the Special Olympics.  Both a sponsorship-based 
thematic articulation and a philanthropic-based thematic articulation are concepts that 
may increase perceived sincerity by either anticipating a counterargument or bypassing 
it entirely through an unexpected but relevant message.  These types of articulation are 
explored further in Chapter Three. 
Sincerity has been shown to be a powerful predictor of brand attitude in both 
sponsorship (Speed & Thompson, 2000) and cause-related literature (Forehand & Grier, 
2003). In this thesis, the variables of perceived sincerity and perceived fit are treated as 
independent mediators of changes in brand attitude. The next section considers the pre-
existing trait that is a moderator of when fit or sincerity is the dominant mediator of 
changes in brand attitude.  An articulative message requires some mental matching 
between schemas along with the contemplation of motives, and there may be factors 
that determine whether fit or sincerity is more important when considering the 
articulative message. If the message activates a schema that is highly accessible, well-
defined and meaningful to the individual then it is possible that a message might be 
processed differently than if the receiver has no attachment to either object. Social 
identity theory helps to explain how a fan of a team or event might form a schema and 
the importance of that schema to their self-concept.  
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2.7 SOCIAL IDENTITY THEORY AND THE IN-GROUP 
Social identity theory was originally proposed by Tajfel and Turner (1979) to help 
explain the phenomena of intergroup conflict and discrimination in post-WWII Europe.  
Social identity theory posits differences between interpersonal and intergroup 
relationships and focuses on antecedents and characteristics of group behaviour that can 
appear without physical group conflict (Tajfel, 1982).  Social identity is defined as “that 
part of an individual’s self-concept which derives from his knowledge of his 
membership of a social group (or groups) together with the value and emotional 
significance attached to that membership” (Tajfel, 1978, p. 63). Social identity theory 
postulates that an individual has a personal identity made up of idiosyncratic traits (e.g. 
physical and psychological characteristics, interests, etc.) and a social identity that 
comprises relevant groups to which that person belongs (Tajfel & Turner, 1979). This 
has also been described as the ‘group within the person’ (Hogg & Abrams, 1988).  
The term ‘in-group’ is used to describe the member group to which an individual 
belongs, with other opposing or comparable groups labelled as ‘out-groups’ (Tajfel, 
1982; Tajfel & Turner, 1979; Turner, Brown, & Tajfel, 1979). Social identity theory 
builds off previous research on social comparison, which explains the need for 
individuals to compare themselves favourably in interpersonal situations (Festinger, 
1954). The formation of the in-group allows members to proclaim themselves superior 
in some way to a relevant out-group based on group traits, which can improve self-
concept (Abrams & Hogg, 1988; Tajfel & Turner, 1979). While an out-group is 
important when the in-group is in social competition or other stocktaking activities, its 
presence is not always necessary to achieve positive in-group benefits (Allport, 1954). 
This thesis focuses on the formation and presence of a salient in-group in the mind of 
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the individual (i.e., the team), rather than the comparison of competing in-groups and 
out-groups.   
The familiarity and attachment that comes with in-group membership is seen as 
the primary psychological goal of social identification, and this process is believed to 
occur separately and prior to any attitudes being developed toward out-groups (Allport, 
1954; Brewer, 1999).  Results from both laboratory and field research have shown that 
in-group bias can be present without a correlating negative bias toward out-groups 
(Brewer & Campbell, 1976; Hinkle & Brown, 1990). Minimal intergroup research has 
also shown that in-group members will make choices to benefit the in-group rather than 
the out-group, but will refrain from making choices that actively harm the out-group, 
suggesting that in-group bias is not a predictor of out-group derogation (Mummendey et 
al., 1992).  The formation of an in-group sets boundaries for membership and specific 
traits, rituals and norms that clearly identify group membership and ensure the 
psychological and emotional benefits of membership (Brewer, 1999). Self-
categorisation theory helps to explain the process of defining the boundaries and 
conditions of an in-group and assessing the potential for membership. 
2.7.1 Self-categorisation theory 
Self-categorisation theory complements social identity theory and is understood 
as the need for humans to cognitively sort themselves based on similarities and 
differences (Turner, Hogg, Oakes, Reicher, & Wetherell, 1987). An individual may 
belong to some groups involuntarily, such as race and geographic location, but the 
person must consciously begin to acknowledge and accept certain traits, beliefs and 
behaviours to begin to categorise themselves as an in-group member (Turner, 1982, 
1985; Turner et al., 1987).   
50  
Self-categorisation theory also postulates the notions of de-personalisation within 
groups and the identification of prototypical members (Turner et al., 1987). De-
personalisation is the process of identifying and displaying characteristics and attitudes 
that are held by the group in socially-relevant contexts (Turner et al., 1987). Boundaries 
and expectations for members are formed through a set of shared norms, beliefs and 
values that become the foundation for the behaviour of prototypical members and the 
group as an entity (Turner, 1985; Turner et al., 1987). While self-categorisation theory 
is technically separate from social identity theory many applications within different 
contexts have incorporated the principles of self-categorisation theory under the 
umbrella of social identity theory.  
When group identification is strong and salient these categorised traits become 
crucial in processing and interpreting information (Wyer, 2010).  Once activated, the 
stereotypical schema of the in-group takes precedence over any personal self-schema, 
and subsequent judgements and conclusions about new information can be traced to the 
assimilation or accommodation of that information in regards to the social schema 
(Haslam, Oakes, Reynolds, & Turner, 1999; Reed, 2004).  This results in individuals 
accepting information that more closely fits the salient group schema and disregarding 
information that falls outside of that realm (Cohen, 2003; Fielding & Hogg, 1997; 
Onorato & Turner, 2004).  When information pertains to the in-group schema (e.g., the 
team schema) and specifically a potential addition to the in-group (e.g., the sponsor), 
highly-identified individuals are prone to seek more information to determine whether 
the new member meets stereotypical thresholds for acceptance (Leyens & Yzerbyt, 
1992). This research argues that these salient associations in the socially-identified 
schema are important to consider when thinking about being accepted by the group as 
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an unrelated outside entity, such as a sponsor attempting to link the brand with the 
identified team.  
2.7.2 Social identity and fandom 
Researchers have argued that fans’ social identity involving a sport team offers 
members a sense of belonging through a perceived connection to the team and its 
followers (Funk & James, 2001). Fandom and social identity ties surrounding a team 
operate in a similar fashion to brand communities in terms of shared consciousness, 
rituals and traditions (Underwood, Bond, & Baer, 2001). This section examines the 
similarities and differences between team identification and other identification 
literature.  
Studies have compared sport fandom and identification as a continuum that can 
span from ‘fair weather’ to ‘die hard’ fans (Y. Malhotra & Galletta, 2003; Wann & 
Branscombe, 1990). Highly-identified fans have been shown to behave differently than 
those with lower levels of identification (Mitrano, 1999; Sutton, McDonald, Milne, & 
Cimperman, 1997). Murrell and Dietz (1992) found that increases in team identity were 
positively correlated with team support and team evaluation. High levels of team 
identification take wins and losses as personal successes and failures, and use terms like 
“we” to identify with the team (Wann & Branscombe, 1990, 1993).  This inclusion of 
the fan as part of the team is an important one when considering that the role of 
articulation is to create a meaningful link between a brand and a team. In the mind of 
the highly-identified fan, a link between a brand and their team is linking to a very 
important and accessible identity that is centred on the team.   
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2.7.3 Identification and information processing 
Activated highly-identified schemas have also been examined as a moderator to 
explain changes in information processing.  For example, highly-identified fans are able 
to draw upon a deep knowledge of the team and fandom to make sense of new 
information and will spend more time interpreting and drawing judgements from a 
message that activates the identified schema (Deitz et al., 2012; Roy & Cornwall, 
2004). Highly-identified sport fans will also process information more thoroughly, 
internalising team news as an extension of the self by activating the team-identified 
schema (Potter & Keene, 2012; Wann & Branscombe, 1990). Because of this, highly-
identified fans evaluate information based on the in-group schema and are more apt to 
elaborate using in-group biases to attempt to create fit when no existing links are 
present, resulting in higher fit than those with low identification (Deitz et al., 2012).  
Highly-identified fans are also prone to evaluating identical information more 
favourably when presented in the context of the in-group schema than when presented 
in an out-group context (Potter & Keene, 2012; Wann, Koch, Knoth, & Fox, 2006). For 
example, highly-identified fans may rate a potential new recruit as significantly more 
skilled when the player is being recruited by the identified team than they would if  an 
out-group rival was recruiting the player (Wann et al., 2006).  
Research examining information processing when an identified schema is 
activated has also shown similar results outside of the sport fandom context.  
Information that pertains to an important part of one’s identity, be it personal or social, 
tends to receive more attention, resulting in the activation of a schema stored in the 
person’s memory (Reed, 2004; Tam & Ho, 2006). The activation of a schema that is 
important and highly accessible also creates contextual factors that frame the 
interpretation of the intended message (Ryan, 1995). By activating schema knowledge 
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this information becomes salient and provides the foundation by which the new 
information is processed and influences subsequent judgements about the value, 
relevance and implications of that information (Peracchio & Tybout, 1996).  This 
extensive knowledge results in a more nuanced analysis of the message content in 
comparison to the held schema, and therefore more substantive judgements are made 
(Peracchio & Tybout, 1996). While new information can effectively modify or disrupt 
an understanding of a concept, the importance of that concept to the individual is an 
important factor in the time and effort taken to process that information (Cohen, 2003; 
Huesmann, 1998; Potter & Keene, 2012).  In contrast, new information which does not 
activate any salient, accessible and relevant schemas does not hold as much meaning to 
the receiver, resulting in less attention and processing, leading to fewer and/or weaker 
resulting judgements (Huesmann, 1998; Mackie et al., 1990; Maheswaran & Chaiken, 
1991).   This provides the foundation for the discussion of all of the relevant variables 
in concert in the hypotheses development chapter. 
2.8 CONCLUSION 
The literature review has discussed how individuals understand and interact with 
concepts using schema theory and how they might assimilate and accommodate new 
information into their understanding of a concept or the link between two concepts.  
The idea of fit between two objects using both taxonomic and thematic links was 
discussed, and applied to the concept of fit in the marketing and sponsorship literature. 
The existing literature on articulation was critiqued and challenged using a taxonomic 
and thematic approach to schematic fit.  Perceived sincerity was discussed as an 
important variable in considering marketing messages, and sincerity and fit were 
established as mediators between articulation and changes in brand attitudes. Finally, 
team identification was introduced as a moderating variable that finds inherent 
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differences between those with high and low levels of identification when the identified 
schema is activated and how that affects processing and outcome variables. The 
relationships between all of these variables are examined in the following chapter on 
hypothesis development.     
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Chapter 3: Hypothesis Development 
3.1 INTRODUCTION 
This chapter examines the relationships between the constructs discussed in 
Chapter Two to build a theoretical argument culminating in testable hypotheses.  
Articulation, fit, perceived sincerity, fan identification and brand attitude are all 
variables that are discussed in different combinations, while incorporating the 
understanding of schema theory and both taxonomic and thematic linkages.  This 
culminates in the conceptual Model of Articulation Processing that is presented and 
tested to better understand the effects of articulation.   
3.1.1 Taxonomic links and sponsorship articulation 
Estes et al. (2012) categorised the linkages used in a number of brand extensions 
in previous literature as being either taxonomic or thematic in nature.  The two types of 
relations that fell under taxonomic were functional and image-based similarities (Estes 
et al., 2012).  An example from Estes et al. (2012) of a feature-based extension was 
Haagen Dazs’ candy bars, which leveraged the internal features that already existed in 
the core product (Aaker & Keller, 1990). An example of image-based relations was a 
high-end watch brand extending to include handbags of similar fashionability (Bridges 
et al., 2000; Estes et al., 2012). The current research focuses on taxonomic, image-
based links as these are more abstract and linkable than functional links.  Gulf Oil 
International can state that the philosophies of their brand and that of Manchester 
United are similar to create a direct link, but it would be much harder to functionally 
match oil and soccer. Weeks et al. (2008) also used an image-based taxonomic link to 
connect Adidas and a music festival, by attempting to align Adidas’s philosophy with 
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the dreams of young musicians and artists.   While Weeks et al.’s (2008) study reports a 
main effect of articulation the reported data suggest that low-fit pairings were not 
affected by a non-commercial articulation or a commercial articulation alone.  Only 
when fit was naturally high did a non-commercial articulation and a commercial 
articulation differ in brand attitudes, which is surprising as there was no control 
condition and therefore it is impossible to say whether attitudes increased because of a 
non-commercial articulation or decreased because of a commercially-based message. 
Furthermore, the only DV in this study was attitude and post-articulation fit levels were 
not measured.  The current study looks at a broader range of variables to attempt to 
unpack possible unseen factors present in the aforementioned study.  
An articulative message that attempts to link the brand image to the image of the 
team schema essentially asks respondents to accommodate this created link directly into 
their existing schema, as taxonomic relations use trait matching among the internal 
features of the two separate schemas.  In other words, taxonomic matching in a 
sponsorship setting attempts to create fit by matching a sponsor’s brand trait to the 
team.  When this is naturally occurring, such as a sport drink and a sport team, the 
matching task is simple; however, when the taxonomic link is not as easily aligned, the 
articulation forces the individual to attempt to accommodate the incongruent 
information into the known schema. An example would be that an oil company’s 
philosophy is similar to that of a soccer club, or that a sponsor brand has a similar 
image to a sport team.  This attempt to create fit by linking the brand directly to the 
team schema using accommodation is likely to be dismissed or rejected by the message 
receiver (G. Mandler, 1982) and may cause the individual to contemplate the sincerity 
of the message and consider alternative motives (Forehand & Grier, 2003). While 
created fit might work when presented as a logical argument explaining the link 
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between two objects, a deep understanding of, and connection to, one of those objects 
(e.g. a sport team) can change the interpretation of that information and create a 
boundary condition for the usefulness of the articulation (Peracchio & Tybout, 1996).  
Articulation is intended to improve fit in low- and moderate-fit sponsorship pairings 
and, by definition, low- and moderate-fit pairings do not have any naturally occurring 
taxonomic links, therefore the creation of one to attempt to manipulate fit is not a 
theoretically-sound endeavour. A message that attempts to create a non-existent 
taxonomical link should decrease fit and sincerity, not only in moderate and low fit 
brands, but also in high fit brands.  This leads to the first hypothesis (H1): 
H1:  For highly-identified fans the presence of a taxonomic image-based 
articulation linking team with brand will result in: a) lower perceived fit 
and b) lower perceived sincerity than the control condition (no 
articulation).  
3.1.2 Thematic links and sponsorship articulation 
Estes et al. (2012) classified two examples in previous marketing literature of 
thematic relations in a brand extension.  One was Heineken beer introducing Heineken 
popcorn, which would be a complementary snack to eat while enjoying the beer in a 
consumption setting (Aaker & Keller, 1990; Estes et al., 2012). As long as the popcorn 
does not have any beer flavouring this would be a pure thematic linkage. The other 
example is Gillette shaving foam, which is a complementary product to a razor in the 
scenario of shaving (Estes et al., 2012; Martin & Stewart, 2001).  Researchers have 
shown that thematic linkages can be processed more quickly and with stronger positive 
benefits than taxonomic links (Estes et al., 2012; Noseworthy & Trudel, 2011).  While 
this study doesn’t look at processing speed, it does examine the differences between the 
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creation of taxonomic and thematic links, and argues that thematic linkages would be 
able to improve fit when compared to a created taxonomic articulation.   
While no links in articulation research have been identified as thematic, the most 
impactful study to inspire this research utilised a complex thematic scenario to improve 
fit (Simmons & Becker-Olsen, 2006).  The low-fit condition of Alpo and the Special 
Olympics was connected using three separate scenarios: the first is that Alpo is dog 
food and that it feeds dogs; the second is that Alpo gives dogs, along with free Alpo dog 
food, as a philanthropic gift to people in need; the final scenario cites research showing 
that pets can positively affect the lives of people with disabilities. While this complex 
set of linkages did improve fit dramatically in the aforementioned study, this has never 
been attributed to the choice of thematic relations. Furthermore, the complexity of the 
scenario also creates a confound in understanding whether the thematic scenario, 
philanthropic gesture or a combination of both affected changes in fit.  The current 
research examines thematic linkages in two separate conditions to compare them not 
only with taxonomic but also other thematic messages.  
One way that a thematic-based link can be achieved is through a sponsorship-
based articulation.  In this type of articulation, the link is created through the item 
details that are included in the sponsorship agreement, relying on an understanding of 
the sponsorship schema that includes benefits to the team and brand.  There is a 
common understanding among sport fans that sponsorship is something that happens in 
sport and includes money given to the team by the brand, in exchange for the 
opportunity to exploit the commercial potential of that relationship (Meenaghan, 1991).  
A sponsorship-based articulation is the simple explanation of that transaction and the 
company’s intentions.  It reveals that money was given to the team and how the team 
will use that money. This thematic articulation will also include a disclosure of potential 
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brand benefits from the agreement, as suggested in research measuring sincerity of the 
sponsorship message (Forehand & Grier, 2003). Sponsorship is an accepted reality in 
professional sport and this articulation simply states the details and motivations that are 
consistent with what was already known, though it is still new information to be 
processed. It also tests a thematic link to create fit between a brand and team similar to 
the research conducted by Simmons and Becker-Olsen (2006), but using a single 
scenario to understand whether a sponsorship schema alone could provide the context 
for improving fit and sincerity, and through those variables affect brand attitude. 
Thematic assimilation of this information into the sponsorship schema thematically 
linking the two stimuli should therefore result in increased fit and perceived sincerity of 
the message. This leads to H2: 
H2:  For highly-identified fans the presence of a thematic sponsorship-based 
articulation linking a team with a low natural fit brand will result in: a) 
higher perceived fit and b) higher perceived sincerity than a taxonomic 
articulation and the control condition (no articulation). 
3.1.3 Thematic links and philanthropic articulation 
The other type of thematic link chosen is a philanthropic message that connects 
the brand and team within the context of both a sponsorship agreement and 
philanthropic community support. Simmons and Becker-Olsen (2006) achieved an 
increase in fit through a philanthropic articulation, along with other thematic links. 
Considering that Simmons and Becker-Olsen’s (2006) study utilised multiple thematic 
links, which included a philanthropic message, the current research intends to test 
whether two thematic links increase fit more than a single connection. This involves 
testing a non-philanthropic thematic link (using a sponsorship-based articulation as 
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described above) and a combination of a sponsorship link and a philanthropic message 
to attempt to better understand the roles of each in improving fit. 
In the context of a brand–team fit, a philanthropic articulation is a thematic 
articulative link intended to create fit without directly attempting to change the team 
schema.  In order to achieve fit with this articulation the charity would have to make 
logical sense to be combined with a sponsorship announcement, it is therefore 
hypothesised that the charity would need to be associated with the team or the city to 
reduce difficulty in processing the relationship.  This is because the inclusion of 
multiple extrinsic cues can increase outcome variables, such as perceived quality and 
fit, as long as the cues are consistent and perceived as sincere (Barone, Norman, & 
Miyazaki, 2007; Miyazaki, Grewal, & Goodstein, 2005).  Thematic fit in and of itself is 
an extrinsic cue, as the relationship is being considered rather than the intrinsic 
components of either brand.  Considering there are two links presented in this scenario 
the expectation is that changes in both fit and sincerity will be even stronger than the 
sponsorship-based thematic articulation.  
If the nature of an indirect thematic link is successful in improving fit—and this 
link can be something that includes not only the team but also the community—it 
logically follows that it would improve fit for anyone who is in that community that 
attends to the message.  This extension of the brand–team fit to include broader 
associations, such as community support, allows the research to probe the idea of an 
articulation that has positive effects beyond the specific market of team fans if it 
provides a link and benefits that extend beyond the team.  As the nature of articulative 
links is being examined to find the boundary conditions for improving fit, it can also be 
tested to see if the conditions can be expanded to include a larger audience.  The image-
based link and the sponsorship-based thematic link share one common trait: the focus 
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on team.  Whether it is taxonomically linking the team and brand image or thematically 
explaining sponsorship benefits that the team receives, the focus is on linking the two 
specific entities of the brand and team. The philanthropic link that presents a context of 
community support creates a connection that should link the brand, team and 
community. As stated previously, identification moderates the amount of cognitive 
processing, generated thoughts and outcome variables such as fit and brand attitude 
when the identified schema is activated (Cohen, 2003; Potter & Keene, 2012).  The first 
two types of articulation are posited to only affect those with high identification, as the 
only stimuli involved are connecting the brand and team and this would not be as 
meaningful to those with low identification.  The philanthropic link, while still 
connecting the brand and team, also includes a pro-social message within the schema of 
community, which should promote processing and the desired changes in fit and 
sincerity to those who find pro-social community engagement relevant.  This study does 
not measure community or pro-social identity (addressed in the limitations section in 
Chapter Six) but, nevertheless, a philanthropic articulation is hypothesised to increase 
fit and sincerity beyond highly-identified fans to include those with low identification. 
This leads to H3: 
H3:  For fans with high and low identification with team the presence of a 
thematic philanthropic-based articulation linking the team with a low 
natural fit brand will result in: a) higher perceived fit and b) higher 
perceived sincerity than a sponsorship-based thematic link, a taxonomic 
link and the control condition (no articulation).   
3.1.4 The proposed model of articulation processing  
This final section discusses all of the aforementioned variables in concert and 
how they interact in the proposed model, including the relationships between fit and 
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brand attitude, sincerity and brand attitude, and the moderating variable of identification 
when an articulative message is received. The section begins with a summary of the 
relationship between the mediating variables and brand attitude.   
Fit has been shown to be positively related to brand attitude in both celebrity 
endorsement research (Kamins, 1990; Lynch & Schuler, 1994) and sponsorship studies 
(Gwinner, Larson, & Swanson, 2009; Koo et al., 2006; McDaniel, 1999; Roy & 
Cornwell, 2003).  The increase in brand attitude that follows an increase in fit is known 
as the ‘match-up effect’ (Kahle & Homer, 1985) and is explained through an 
understanding of the mental effort spent in achieving schematic congruence that results 
in positive affective outcomes (G. Mandler, 1982). Changes in brand attitudes have also 
been tied to the perceived sincerity of the message (Forehand & Grier, 2003; Speed & 
Thompson, 2000). Claims made by a company that can be challenged or are hard to 
verify result in individuals contemplating the brand’s ulterior motives and taking a 
negative view of the message (Drumwright, 1996).  Messages that state outward 
benefits alongside firm benefits generate more positive levels of sincerity (Forehand & 
Grier, 2003), and philanthropic gestures as part of a sponsorship have been shown to 
increase brand attitudes when the message is perceived as sincere (Yoon, Gürhan-Canli, 
& Schwarz, 2006). These two variables are hypothesised to be mediators of changes in 
brand attitude that operate in parallel.   
Identification with team is hypothesised in this research to moderate changes in 
brand attitude through the b’-paths between sincerity and brand attitude and fit and 
brand attitude; that is, when a message is intended to improve fit between two entities 
and one of those entities is a highly-identified schema the respondent will put more 
effort into processing the message, resulting in the mediating variables carrying more 
weight in determining brand attitudes.  If the message is more meaningful to those who 
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identify with the team then it logically flows that they will spend more time and effort 
making sense of that message and this will result in moderation, versus those with low 
identification who are less invested in the full resolution of the processes involved in 
the schema matching process, thereby having a lesser effect on subsequent changes in 
brand attitude.  
Finally, the independent variable (IV) of articulation is coded for the model 
through the understanding of schematic matching and the number of links present.  The 
control condition has zero links between the brand and team. The image-based 
articulation also has zero posited links, as the created taxonomic link is not an obvious 
revelation of an existing link but a concocted link intended to artificially manipulate the 
two entities.  The thematic sponsorship-based articulation has a single linkage between 
the brand and team through the schema of a sponsorship agreement.  Finally, a thematic 
philanthropic-based articulation is a more complex web that includes a sponsorship 
agreement, a philanthropic gesture and both team and community links to the brand, 
meaning this message is hypothesised to show the strongest effects on fit and sincerity 
and subsequent levels of brand attitude.  This is the testable Model of Articulation 
Processing (Fig. 3.1) and leads to H4: 
H4: In a pairing with no relevant taxonomic linkages, as thematic links increase 
so will brand attitudes; this relationship is mediated by fit and perceived 
sincerity and moderated by fan identification.  
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Figure 3.1 Conceptual model (Model of Articulation Processing) 
 
3.2 CONCLUSION  
This chapter has examined the role of taxonomic relations and thematic relations 
in creating an articulative link and intends to test these two types of messages to 
investigate the hypothesised changes in the outcome variables. It also explains the 
Model of Articulation Processing that will be tested using the methods presented in 
Chapter 4. 
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Chapter 4: Methodology and Research 
Design 
4.1 INTRODUCTION  
This section builds on the hypotheses presented in Chapter Three and provides the 
justification and explanation of the methodology carried out to test these hypotheses. 
This chapter examines the tenets of experimental design, the operationalisation of the 
variables, the construction of effective stimuli, as well as the sampling procedure 
undertaken. 
4.2 PHILOSOPHICAL ASSUMPTIONS 
Scientific research paradigms are a set of linked assumptions about the world that 
a researcher adopts for a particular project (Healy & Perry, 2000). The four paradigms 
of positivism, critical theory, constructivism and realism/post-positivism can be 
separated by ontological, epistemological and methodological differences (Healy & 
Perry, 2000). These differences are apparent in the research design, as well as in the 
conclusions and inferences that are drawn from the results (Bryman & Bell, 2007).  
Ontology is the researcher’s perception of the actual nature of reality (Guba & Lincoln, 
1994).  Epistemology is based on ontology and defines what can be learned and held as 
knowledge based on the parameters of reality set in the ontological position (Guba & 
Lincoln, 1994).   
The underlying perspective of this study can be classified as post-positivist. The 
ontology takes a post-positivist view as the brand attitudes and social identity being 
studied are imperfect in the “basically flawed human intellectual mechanisms and the 
fundamentally intractable nature of phenomena” (Guba & Lincoln, 1994). Simply put, 
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the number of different possible influences on human attitudes and behaviours makes it 
harder to be absolutely certain of the true cause of results with human subjects.  
This post-positivistic view carries over into the epistemology of a modified/dual 
objectivist and the assumption of approximating, but never fully knowing, reality (Guba 
& Lincoln, 1994). This is addressed by discussing the many outside factors that can 
contribute to influencing outcomes in the proposed model. The nature of this study 
examines real-world phenomenon in a controlled setting to better understand isolated 
relationships. While most lab experiments might take a positivist approach, this 
research assumes that the laboratory is the first of many steps in understanding 
relationships in social science research, and the results do not guarantee the certainty of 
its existence or a true understanding of that existence within the chosen context (Wells, 
1993). 
4.3 RESEARCH METHOD 
Both qualitative and quantitative research methods are important in contributing 
to existing knowledge in social science research (Hanson & Grimmer, 2007). 
Qualitative and quantitative methods each have their place in academic research; 
however, the choice between them is dependent on the nature of the research question 
(Neuman & Kreuger, 2003).   
Qualitative research is unstructured and exploratory, often designed to provide 
deeper insight or build toward a quantitative research question (N. K. Malhotra & 
Peterson, 2006). A deeper and more complex understanding of a small sample may also 
result in a lack of generalisability and  is not suitable for causal  models and theoretical 
frameworks (Neuman & Kreuger, 2003).  This particular study focuses on articulation, 
perceived fit, team identification and perceived sincerity, and these constructs have 
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been tested in multiple relevant quantitative studies, including the use of experiments 
(Cornwell et al., 2006; Dalakas & Levin, 2005; Fleck & Quester, 2007; Funk, Ridinger, 
& Moorman, 2004; Madrigal, 2000, 2001; Olson & Thjømøe, 2011). Therefore, 
exploratory methods are not appropriate in this study.  
Quantitative research is confirmatory in nature and addresses a phenomenon by 
collecting numerical data and using statistical analysis to address the research questions 
(Hanson & Grimmer, 2007). There are two types of quantitative research: descriptive 
and causal. Descriptive quantitative research attempts to describe the nature of a 
phenomenon, while causal research aims to explain the relationship between 
independent and dependent variables (Neuman & Kreuger, 2003).  Quantitative 
research also seeks to provide reliable and valid results that can be re-tested and are 
generalisable to the target population (Hanson & Grimmer, 2007). The current research 
attempts to isolate the IV (presence of articulation), moderating variable (team 
identification) and mediating variables (perceived sincerity and fit) to investigate 
whether posited parings result in differences in the DV of brand attitude, making this 
research causal in nature (Gummesson, 2005).  The next section discusses the choice of 
an experiment and the tenets of causal research as they relate to experimental design. 
4.4 EXPERIMENTAL DESIGN  
When conducting causal research the goal of the design is to isolate the variables 
X (the IV) and Y (the DV) and understand to what degree changes in X influence 
changes in Y (Shadish, Cook, & Campbell, 2002).   In causal research an experimental 
design is considered the gold standard for approaching or achieving causation because 
of the high levels of researcher control involved (Montgomery, 1984).   
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The first tenet of an experimental design is the ability to manipulate an IV (N. K. 
Malhotra & Peterson, 2006). When choosing how to manipulate the variable the 
experimenter must be able to create two or more levels of the variable that show the 
different levels of the IV without having any other significant differences. For example, 
when showing a press release stimuli that is intended to show the presence or absence 
of articulation, care must be taken that it is the articulation itself that is manipulated and 
not something else, such as brand name mentions, length of message or presence of 
images that might influence the participant (Cornwell et al., 2006).  Competent 
researcher control results in the isolation of the intended variable to increase certainty 
that changes in the DV are due to the intended difference between conditions of the IV.   
Experiments also allow the researcher to control for possible extraneous variables 
to increase internal validity (Montgomery, 1984). This is one of the biggest challenges 
of an experimental design, as causality can only be achieved when the design 
effectively eliminates all extraneous variables from influencing the relationship and has 
truly isolated the IV and DV to measure direct influence. This is something that is 
usually not completely achievable when using human subjects, self-reporting 
instruments and quantitative measures, as the number of extraneous and confounding 
variables might not be completely controllable (Shadish et al., 2002).  Therefore 
experimental research can achieve a much higher probability of causality, but often 
cannot achieve anything absolute; this is understood even within the most rigorous 
designs or widely-tested relationships in the social sciences (Shadish et al., 2002).    
Another tenet of an experimental design is the evidence of concomitant variation 
and time order of occurrence (Silver, Stevens, Wrenn, & Loudon, 2012). Regardless of 
whether the relationship between the IV and DV is positive or inverse the relationship 
between variables must be concomitant or predictable.  There also must be evidence 
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that the IV occurs before the DV and not the other way around to infer a potential cause 
and effect relationship (Silver et al., 2012). As this research attempts to explain the 
effects of sponsor articulation on perceived fit and brand attitudes it was important to 
isolate articulation as an IV to examine those effects. An experiment is therefore the 
best choice of research design for this study as it allowed for maximum control of the 
stimulus.  
4.4.1 Justification for online experiments 
The two types of experiments considered for the research design for Study 1 and 
Study 2 were laboratory experiments and online experiments. While laboratory studies 
are ideal for maximising internal validity they sometimes lack generalisability due to 
the high levels of researcher control in a sterile setting that does not mimic real-world 
experiences (Cook, Campbell, & Day, 1979).  The current study examines the effect of 
sponsorship articulation on perceived fit and brand attitudes, which should prove to be 
generalisable beyond a controlled experiment as long as the manipulation is effective 
and reasonably realistic in nature.  The challenge with a laboratory experiment for this 
study more likely lies in the sample recruitment process.  
Sample recruitment for laboratory experiments can be challenging if the sample 
involves a specific and unique population (Schmidt, 1997). In the current experiments 
the sample needed to identify with a particular sport team, and reaching and recruiting 
members of this specific population was much more feasible in an online experiment 
(Schmidt, 1997).  
Recent research has shown that online experiments are able to produce a more 
representative cross-section of the population due to the ability to reach more potential 
participants and the ease of participation (Horton, Rand, & Zeckhauser, 2011). An 
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online experiment also allows the researcher to obtain a much larger sample when 
compared to lab experiments (Birnbaum, 2000).   
This can enable the data to be more generalisable to the population of interest. 
Finally, the absence of an experimenter in an online experiment eliminates the 
possibility of experimenter bias and also reduces social desirability bias due to 
respondent anonymity (Reips, 2000). 
Online experiments do sacrifice some researcher control when compared with 
laboratory experiments; however, a number of classic laboratory experiments have been 
replicated online using programs such as Amazon Mechanical Turk, without sacrificing 
internal validity (Germine et al., 2012; Horton et al., 2011).  Now the drawbacks to 
online experiments will be discussed.  
One of these problems can occur with participant dropout.  Participant dropout 
rates are higher in online experiments than in traditional lab experiments, and this can 
be an issue if the respondents who drop out share a particular characteristic or leave for 
a similar reason (Birnbaum, 2000; Reips, 2000). If this is a problem it can potentially 
mask the effect being investigated and skew the results in a spurious manner 
(Birnbaum, 2000).  To counteract this, the data collected before the dropout stage can 
be analysed against the rest of the sample to see if there are any noticeable differences 
or trends between dropouts and respondents who completed all parts of the experiment 
(Schmidt, 1997).  
Another disadvantage is the possibility of user deviance through multiple 
submissions (Aust, Diedenhofen, Ullrich, & Musch, 2013).  An assumption of an 
experimental between-subjects design is that all respondents are individual and unique.  
Precautions can be taken, however, to deter people from responding more than once to a 
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survey.  In this research IP addresses were limited to only one response, drastically 
reducing the ability for one person to submit twice.  Also, in studies using Amazon 
Mechanical Turk a “no retake” plug-in was used to ensure no one could complete more 
than one experiment in a set of studies. While this is not a perfect solution these types 
of checks help to increase data quality and reduce the chance of multiple submissions 
(Hooley, Wellens, & Marriott, 2011).   
A final point of concern for online research is the presence of respondent 
‘speeding’ and/or cheating in completing the experiment (Aust et al., 2013). Speeding is 
taking the survey faster than possible, while cheating is entering false data or 
misrepresenting oneself to be included in a survey (Aust et al., 2013).  Both cases often 
result in entering all 7s or 4s or sometimes completely random and inconsistent data. 
This can be counteracted by using reverse coding in questions (which was done in this 
research) as well as simple-answer questions such as “Answer ‘6’ for this question” to 
ensure respondents are paying attention.  Misleading and unrepresentative data can then 
be recognised in the analysis phase and taken out of the data set.  
Online experiments have become more common in social research over the last 
15 years and are accepted as a research design in leading journals in the marketing field 
including the: Journal of Marketing (Holzwarth, Janiszewski, & Neumann, 2006), 
European Journal of Marketing (Delgado-Ballester & Hernández-Espallardo, 2008) 
and Journal of Business Research (Kwon & Lennon, 2009) to name a few. Considering 
the strengths outlined regarding online experiments and the measures available to 
minimise weaknesses, an online experiment design was chosen for all studies in this 
research.  
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4.5 TREATMENT OF INDEPENDENT VARIABLES 
4.5.1 Selection of brands 
For Study 1, the first consideration in brand choice for the IV of sponsor brand 
was to find candidates that were not explicitly associated with rugby league, the 
Queensland Maroons rugby club or the state of Queensland, Australia.  Also, for 
comparison and control purposes, all three brands were widely-available, well-known 
and fast-moving consumer goods.  The goal was to find three brands with a high, 
moderate and poor native fit with the Queensland Maroons rugby club. The choices for 
the pre-test were Cadbury (a global chocolate brand), Milo (an enriched-chocolate 
powder brand) and Powerade (a global sport drink brand).  The inclusion of high-fit and 
low-fit brands is similar to other sponsorship studies that have examined the effects of 
articulation (Cornwell et al., 2006; Simmons & Becker-Olsen, 2006).  The choice of 
three similar brands that had different levels of fit was made to examine if the 
hypothesised negative effects held not only from moderate and low fit pairings, but 
whether there would be changes in a pairing that has a naturally high fit.  There was 
also the possibility of floor effects for the low fit brand, which is the reasoning for the 
inclusion of a moderate fit brand in the study.  
A pre-test was conducted that paired the brands and the Queensland Maroons.  
The pre-test paired the Maroons’ logo and the brand’s logo with a one-sentence 
announcement of a five-year sponsorship deal between the two companies. Perceived fit 
was measured using a three-item scale used by Speed and Thompson (2000) that 
measured general fit, such as “There is a logical connection between [brand] and 
[team]” and “It make sense that [brand] sponsors [team]” (Speed & Thompson, 2000). 
The results from a two-tailed t-test showed that, when paired with the Queensland 
Maroons, Milo had a significantly higher native fit than Cadbury (Mm = 4.91 vs. Mc = 
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3.85, t(3.03), p < .001) and Powerade had a significantly higher fit than Milo (Mp = 
4.91 vs. Mm = 4.21, t(-2.63), p < .05). 
For Study 2, only one brand was used in the pairing as Study 1 showed that there 
were not floor effects for a low fit brand.  Therefore, the choice was made to use the 
control condition of no articulation as a baseline for measuring changes in fit, sincerity 
and brand attitudes negatively (image-based taxonomic) or positively (sponsorship-
based and philanthropic-based thematic).  The same control measures in place for Study 
1 were utilised in Study 2 to limit possible extraneous variables and isolate the IV 
within the conditions.  
4.5.2 Articulation stimuli development 
Similar to other studies in sponsorship, an articulation of the link between the 
sponsor and team was crafted as the stimuli in the experiment to measure change in the 
DV. Other studies designed a press release-format to test articulation (Cornwell et al., 
2006; Simmons & Becker-Olsen, 2006), and this format was the basis for the stimuli for 
the current study.  While the messages varied by condition including Study 1 (control, 
image-based taxonomic) and Study 2 (control, image-based taxonomic, sponsorship-
based thematic, philanthropic-based thematic), there were controls in place to ensure 
each condition was similar in terms of words used, images presented and brand name 
mentions.   
Stimuli text controls 
Each stimulus consisted only of instructions and the articulation, which was 
between 50-75 words in length.  The first 35 words of each articulation were exactly the 
same throughout all conditions. The brand name was mentioned three times in each 
scenario.  Finally, the source of all communication was a team representative in order to 
control for source credibility effects (Becker-Olsen & Simmons, 2002). Respondents 
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were instructed to consider the stimuli for two minutes on the computer screen before 
moving on to the survey questions.  Examples of the surveys in their entirety can be 
found in Appendix A.  
To ensure that attention was paid to the stimuli and that the articulation 
manipulation was effective, at the end of the survey participants answered: a) a stimulus 
recall question that read “How many years is the sponsorship agreement for?” (10yrs, 
7yrs, 5 yrs, 1yr); and b) a manipulation check question where participants stated their 
level of agreement with the sentence “Cadbury is attempting to make the most of this 
sponsorship arrangement” (1= strongly disagree, 7 = strongly agree).  
4.6 MEDIATING VARIABLES 
Mediating variables look at what happens between X and Y, as opposed to 
moderating variables which consider inherent traits or contextual variables that are 
present before or when X occurs. Mediating variables are process-related and explain 
any internal mental steps that are taken because of X to arrive at Y, and if these steps 
are significant in understanding that relationship (Muller, Judd, & Yzerbyt, 2005).  For 
example, when a company engages in CSR activities these activities alone do not 
explain changes in attitude toward the company. The actions are judged based on the 
communication that describes the activities and the perceived sincerity of that message 
(Yoon et al., 2006). They found the same CSR activities could result in varied brand 
attitudes based on the source of the message and the salience of the benefit to the cause. 
This finding shows that the changes in attitude can only be fully explained through the 
message processing and not based on the activity itself.  This extra mental step in the 
process between X and Y is the essence of mediation (M). In this study, the variables of 
perceived sincerity and fit are hypothesised as independent mediators of the relationship 
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between articulation and brand attitude. This is examined in Study 1 using  PROCESS 
model 4 (Hayes, 2012) in SPSS, which is a regression-based program which looks at 
the direct effects of X on M, M on Y and X on Y. It also measures the indirect effects of 
M on Y through X.  The PROCESS results provide evidence of how exactly the 
mediator interacts between X and Y and provides information to better explain the 
nature of the mediation. Table 4.1 shows the measures for perceived sincerity for Study 
1 (Speed & Thompson, 2000), Table 4.2 shows the measures for perceived sincerity for 
Study 2 (Campbell & Kirmani, 2000) and Table 4.3 shows the items for perceived fit 
(Speed & Thompson, 2000). 
Table 4.1 Perceived sincerity items Study 1 (Speed & Thompson, 2000) (α=.88) 
Items Scale 
The main reason Cadbury would be 
involved with the Maroons is 
because Cadbury believes the team 
deserves support 
Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
Cadbury would be likely to have the best 
interests of the Maroons at heart Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
Cadbury would probably support the 
Maroons even if they had a lower profile Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
 
Table 4.2 Perceived sincerity items Study 2 (Campbell & Kirmani, 2000) (α=.86) 
How do you perceive (brand)’s sponsorship of the (team)?  
Insincere      0       0       0      0       0      0      0   Sincere 
Dishonest    0       0       0      0       0      0      0   Honest 
Manipulative  0       0       0      0       0      0      0   Not manipulative 
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Table 4.3 Perceived fit items (Speed & Thompson, 2000) (α=.95) 
Items Scale 
There is a logical connection between 
Powerade and the Maroons Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
It makes sense that Powerade sponsors 
the Maroons Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
Powerade and the Maroons stand for 
similar things Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
 
Study 1 used the perceived sincerity variable provided by Speed & Thompson 
(2000) as it had been utilised in subsequent sponsorship research (Olson, 2010; 
Polonsky & Speed, 2001; Woisetschläger, Eiting, Haselhoff, & Michaelis, 2010) There 
were two reasons behind the change in the items measuring perceived sincerity from 
Study 1 to Study 2.  The first is the use of a philanthropic articulation in Study 2.  After 
the inclusion of that message, the perceived sincerity items (Speed & Thompson, 2000) 
were revisited and issues arose as to whether they would be the correct scale to use 
when measuring the sincerity of a philanthropic articulation as it seems the construct 
measures altruistic motives, as mentioned in another study (Gwinner & Bennett, 2008). 
Furthermore, the inclusion of a sponsorship-based articulation that explicitly stated 
potential brand benefits seemed to contradict the items in this scale and create potential 
issues.  It was then decided that a more simplistic measurement would be used, as found 
in Campbell and Kirmani (2000).  
4.7 MODERATING VARIABLES 
There are significant differences between a moderating and mediating variable in 
how they interact with the main X-Y relationship and when they come into play.  A 
moderating variable is either a pre-existing personal characteristic or contextual detail 
that already exists that changes the effect of X on Y.  That is, a moderating variable is 
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present before or at the time of X and can better explain the change in Y when it is 
included in the equation (Preacher, Rucker, & Hayes, 2007).  One example of this 
would be healing time after a head-on car crash.  Possible moderators for this would be 
the presence or absence of air bags or seatbelts. Both of these contextual details would 
be in place at the time of X, but also would greatly influence Y as moderating factors.  
Thinking in terms of personal traits, another moderating factor in this scenario might be 
risk aversion. Those with higher risk aversion might be more apt to have taken more 
safety precautions and this trait, which is present before X, might moderate the change 
in Y.   
Team Identification acts as a moderating variable as it is already a present trait 
within the respondent before any treatment variable is presented.  Even though team 
identification is measured after the treatment variable, this has been the case in a 
number of studies measuring this variable and no order effects have been found 
(Somech, Desivilya, & Lidogoster, 2009; Wann, Bayens, & Driver, 2004; Wann et al., 
2006). This variable was included in this study based on previous literature that have 
found that identification moderates changes in fit (Gwinner et al., 2009) and brand 
attitudes (Madrigal, 2001).  There are academic studies that have operationalised team 
identification as multi-dimensional, including the Team*ID scale (Funk & James, 
2001). While these scales provide insights into various aspects of team identification, 
this study does not investigate the separate factors of identification and therefore does 
not require the inclusion of a six dimension, 18-item operationalisation of the construct.  
The 7-item Sport Spectator Identification Scale (Wann & Branscombe, 1993) shown in 
Table 4.3 was employed for this study as it has been widely used in other sponsorship 
research measuring identity (Dimmock & Grove, 2005; Melnick & Wann, 2011; 
Reysen & Branscombe, 2010).  That being said, the choice to measure identification as 
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a unidimensional construct is considered a limitation by some, and will be included as 
such in this paper.  
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Table 4.3 Sport Spectator Identification Scale (SSIS) (Wann & Branscombe 1993) 
(α=.94) 
 
4.8 MODERATED MEDIATION  
The magnitude of an indirect effect between X and Y at a certain value of a 
moderator falls into the rubric of “conditional indirect effects” (Preacher et al., 2007, p. 
186). For a variable to mediate a moderator, the entire process needs to be described 
using the X, Y, moderator and mediator.  The best example for this is using the 
variables in this study as hypothesised.   
In simplistic terms, team identification is a moderating variable that acts as a trait 
that is present before the introduction of articulation (X) and moderates the outcome of 
Items Scale 
 
1) How important is it to you that (team) wins?    Not Important 1     2     3     4     5     6     7 Very Important 
2) How strongly do you see yourself as a fan of 
(team)? Not at all a fan 1     2     3     4     5     6     7 Very much a fan 
3) How strongly do your friends see you as a fan 
of (team)? Not at all a fan 1     2     3     4     5     6     7 Very much a fan 
4) During the season, how closely do you follow 
(team) through either the television, radio, 
newspapers, or contact with other fans? 
               Never 1     2     3     4     5     6     7 Everyday 
5) How important is being a (team) fan to you? 
Not Important 1     2     3     4     5     6     7 Very Important 
6) How much do you dislike (team)’s greatest 
rivals?        Not at all 1     2     3     4     5     6     7 Very much 
7) How often do you display (team)’s name or 
insignia at your place of work, where 
you live, or on your clothing? 
       Never 1     2     3     4     5     6     7 Always 
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brand attitude (Y) through the independent parallel mediators of perceived fit (M1) and 
perceived sincerity (M2).  That is, only respondents with high identification with team 
will use levels of perceived fit to make evaluative judgements on attitude based on this 
moderating factor.  Those with low identification will only change brand attitudes based 
on the perceived sincerity of the message. Therefore, the moderating variable of team 
identification will affect respondents on the b’ path between the mediators and the Y 
variable. Perceived fit mediates the changes between articulative links and brand 
attitude for fans with high identification and perceived sincerity mediates the changes 
between articulative links and brand attitude for fans with low identification.   
4.9 DEPENDENT VARIABLES 
The dependent variable of brand attitude  has been shown to be influenced by 
perceived fit in previous studies and is included here (Koo et al., 2006; Till & Busler, 
2000). The three brand attitude questions were taken directly from Putrevu and Lord 
(1994) and are validated scales that have been used in multiple studies measuring brand 
attitudes in consumer contexts (Coyle & Thorson, 2001; Helmig, Huber, & Leeflang, 
2007).   
Table 4.4 Brand attitude items (Putrevu & Lord, 1994) (α=.87) 
 
Items Scale 
I think Powerade is an appealing 
brand. Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
I think Powerade has a lot of positive 
characteristics. Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
I have a favourable opinion of 
Powerade Strongly Agree 1     2     3     4     5     6     7 Strongly Disagree 
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4.10 SAMPLING  
4.10.1 Target population 
The target population is a group that is specifically defined to be the focus of the 
research (Zikmund, 2003). This is determined by defining the characteristics of those 
individuals who will be included and excluded (Hair et al., 2003). The target population 
provides the parameters for the sampling frame and is the first step in defining a sample 
(Neuman & Kreuger, 2003). In Study 1 the target population is highly-identified fans of 
the Queensland Maroons over the age of 18. In Study 2 the target population is fans of 
the NBA’s Cleveland Cavaliers that live in Ohio, USA and have both high and low 
identification with team. 
4.10.2 Sampling frame  
A sampling frame is the source from which all possible subjects for research 
could be recruited (Bryman, 2003). A sampling frame is often smaller than the target 
population, as using an entire target population is often impractical (Zikmund, 2003). 
The sampling frame for Study 1 was an email list of fans of the Queensland Maroons 
that was collected from previous research. The list comprised 1,611 unique email 
addresses from an opt-in survey conducted in 2012 by the researcher for a separate 
project involving attitudes toward current sponsors of the Queensland Maroons and 
how these attitudes changed during the course of a three-game series with a rival team. 
At the end of that study participants were able to opt-in to be contacted for further 
studies. For the current study, all 1,611 people were contacted in September of 2015, 
which means that the frame included self-selecting respondents. Considering that the 
population is highly-identified fans and these respondents have already completed 
surveys and displayed strong identification with the Queensland Maroons this sample is 
appropriate.  
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Study 2 utilised a sample from Amazon Mechanical Turk.  The parameters were 
set so that each IP address could only complete the survey once and that each 
respondent must take the survey from an IP address in Ohio.  This caveat was 
introduced in Study 2 to limit responses to those from Ohio as the only professional 
basketball team in Ohio is the Cleveland Cavaliers.  This would limit those who have 
low identification with team to being from the geographic region and therefore less 
likely to identify with a different team and more likely to be aware of the team and 
community in the scenarios. 
4.10.3 Convenience sampling  
A non-probability convenience sampling technique was used in this research. A 
non-probability technique is a sampling process which guarantees some individuals 
have a greater chance of being chosen than others based upon the parameters of the 
sampling technique (Zikmund, 2011). Non-probability sampling is often used when 
time and resources are constrained, as was the case in this study. Convenience sampling 
was employed in this study as it provided access to a specific sample of highly-
identified fans (Zikmund, 2011).  While convenience samples are often cited as a 
limitation there are ways to reduce potential issues. The first is the use of random 
assignment in a controlled experiment.  Controlled experiments, both laboratory and 
online, with random assignment to groups are designed to isolate variables and the 
relationships between them.  If the manipulation is effective the effect should be present 
in both probability and non-probability samples. Because of this, a convenience sample 
is not as problematic.  Random assignment to conditions was used in this study, using 
the Key Survey software randomisation feature. The stimuli recall and manipulation 
check provided further evidence to examine whether the stimuli were memorable and 
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effective in achieving the perception of greater effort by the company to explain the 
relationship than the no articulation control condition.   
4.10.4 Sample size 
For a standard laboratory experiment the minimum sample is usually 10–12 
participants per group to achieve significant results (Moher, Dulberg, & Wells, 1994). 
As discussed before, online experiments are still relatively new and researchers are still 
debating the best practices surrounding online research. These issues (including sample 
size) are addressed where applicable throughout the method and results sections.  
Researchers have proposed treating sample size similarly to laboratory experiments, 
while others have chosen a an average of 20–30 respondents per group (Kittur, Chi, & 
Suh, 2008), in line with quasi-experiments and field experiments which exhibit less 
control over the procedure itself and the environment where the experiment is 
conducted (Kittur et al., 2008). Based on these guidelines, this research aimed to collect 
20 respondents per group on average.  
4.11 INTERNAL AND EXTERNAL VALIDITY  
When conducting controlled experimental research there are two goals.  The first 
is to draw valid conclusions regarding the relationship between the independent and 
dependent variables (N. K. Malhotra & Peterson, 2006).  The second is to produce 
results that are generalisable to the target population and possibly beyond. Controlled 
experiments with solid methods, variable isolation and relevant control measures often 
have higher internal validity. External validity may be achievable through controlled 
experiments, but often generalisations beyond the sample cannot be made until further 
studies are conducted (i.e. replicated controlled experiments and more natural field 
experiments). The controls and measures taken to maximise internal and external 
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validity are discussed. Any appropriate tests mentioned are elaborated upon in the 
results section. 
4.11.1 Internal validity  
Internal validity is the extent to which any instrument measures what it is 
intended to measure (Carmines & Zeller, 1979). Internal validity is high when the 
research is designed to isolate the variables in question and control for all other possible 
extraneous or confounding variables (Hair, Black, Babin, Anderson, & Tatham, 2010).  
In lab experiments there are a number of ways to increase internal validity.  Some of 
these experimental controls are also possible to implement in online experiments while 
others are not.   
The main concern is the procedural and environmental control that is lost when 
the respondent is not present in the laboratory. The lab setting allows for the experiment 
to be conducted under the supervision of a researcher or trained experimenter.  This 
means that the environment can be free of irrelevant sensory cues and distractions. The 
sterile environment of the lab also allows the experimenter to ensure directions are 
understood and address any questions or misunderstandings.  The environment also 
allows the experimenter to be sure that respondents are honest about demographic 
details and that each response is independent and unique.  
To address these concerns some checks were implemented to ensure the data 
collected were from respondents who attended to the stimuli and were unique.  A recall 
check of the information in the stimuli of the length of sponsorship allowed the 
researcher to eliminate anyone who incorrectly answered that question.  While that may 
not be the only reason for a wrong answer, the elimination of all incorrect responses to 
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this question would most likely improve the data as it would increase the likelihood that 
the respondent processed the stimuli, or at least considered the first sentence. 
The manipulation check also gave insight to the internal validity as it measured 
the presence of articulation rather than the effectiveness of it.  The manipulation check 
ensured that those in the articulated conditions recognised the effort to create or explain 
a link between a brand and team, which would inform on whether the treatment 
conditions were in fact processed as articulation when compared to no articulation 
(control).  
Also, checks of respondents’ IP addresses can reveal duplicates, indicating 
potential multiple responses from a single subject which can then be eliminated.  
Finally, checks on time spent responding can show any surveys that were processed too 
quickly or too slowly to be sure the results are valid.  The abovementioned steps are 
also discussed in the results section. 
4.11.2 External validity 
The two factors considered regarding external validity are: representativeness of 
the intended population of interest, and the realism of the procedure when compared to 
real-life encounters (Horton et al., 2011).  While any controlled experiment has 
limitations on external validity there are some things that can improve generalisability 
and some things that cannot be helped.   
With an online experiment one thing that is unavoidable is self-selection to 
participate.  The requirements that would reduce the sample from including the entire 
population of Queensland Maroons Rugby fans are Internet access, membership to the 
Queensland maroons’ Facebook page, opting-in to the email list used, and finally self-
selecting to participate when emailed.  This creates a smaller subset from the general 
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population of interest—highly-identified Queensland Maroons fans.  While this is a 
limitation, the degree of that limitation would be amplified if the subset was 
homogeneous demographically or psychographically.  The demographic scales help to 
determine if there are any underlying similarities that would become problematic for 
generalising beyond the sample.  
The realism of the experiment was addressed as much as possible through 
experimental design.  The studies utilised a press release format which has been found 
to have high ecological validity in similar experiments (Cornwell et al., 2006; Weeks et 
al., 2008).  Also, the use of an actual team and actual brands increases external validity 
as it more closely mimics a realistic situation.    
4.12 DATA ANALYSIS  
The most appropriate tool to examine the data is an analysis of variance 
(ANOVA). ANOVA was employed to examine the main effects and interactions 
between the two IVs (fan, articulation) considered in this study (Field, 2009).  The 
ANOVA method is discussed below and the results are presented in the following 
chapter.  
ANOVA is a quantitative tool that allows for a comparison between two or more 
groups or experimental treatments (Hair et al., 2010). ANOVA is often used in 
experimental research where one or more IVs are manipulated to examine the influence 
on a single DV (Hair et al., 2010). ANOVA is useful in determining whether the 
observed effects are a result of the treatment or random sampling variability (Hair et al., 
2010). This distinction is crucial to the research in explaining any differences in 
perceived fit, and perceived sincerity. While there are two DVs to be tested, the use of 
two single ANOVA tests can be more useful in understanding how each DV 
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independently interacts with the IVs, as opposed to a more complex multivariate 
analysis of variance (MANOVA).  
The second type of analysis used is SPSS’s PROCESS models 4 and 14 
regression-based analysis of mediation and moderation.  This program looks at multiple 
variables at the same time and measures the changes in variation in sequence.  If the 
items covary as hypothesised and the 95% upper and lower confidence intervals fall in a 
range that does not include zero, the path for that particular part of the analysis is 
significant. If those paths include X directly affecting M, M directly affecting Y or M 
indirectly affecting Y through X, then mediation is present.  The negative or positive 
direction of the coefficient and confidence intervals provide the directionality of that 
mediation effect. If this mediation occurs for one of the groups in the moderator but not 
the other then there is moderated mediation (Model 14).  This analysis technique is 
being employed as there are not hypothesised direct effects of articulation on brand 
attitude, and this will measure whether the variables of perceived sincerity and 
perceived fit do in fact mediate changes in brand attitude. This is examined in detail in 
Chapter Five. 
4.13 ETHICAL CONSIDERATIONS  
Participant confidentiality is an important consideration when conducting survey 
research (Zikmund, 2011). Before beginning the survey respondents were directed to a 
consent page (see Appendix A). The form described the nature of the research, the 
benefits and risks associated with the research, ensured the respondents’ confidentiality 
would be protected, and included an “I agree” box to ensure compliance. In Study 1 the 
sample was sourced using an email listed of identified fans who had voluntarily 
expressed interest in being contacted by the research team for future studies. In Study 2, 
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the participants self-selected through Amazon MTurk and were compensated for their 
time and allowed to exit the survey at any time.    
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Chapter 5: Analysis and Discussion 
5.1 GOALS FOR STUDY 1 
The first study was designed to test the effect of taxonomic-based articulation 
messages on highly-identified fans’ perceptions of fit between sponsorship brands and 
teams. In particular, this study tests the prediction that articulated messages will 
increase the perceived fit for highly-identified fans: 
H1:  For highly-identified fans the presence of a taxonomic image-based 
articulation linking team with brand will result in: a) lower perceived fit 
and b) lower perceived sincerity than the control condition (no 
articulation).  
5.2 STUDY 1 DESIGN AND PROCEDURE  
In this study 186 highly-identified fans of an Australian rugby league team—the 
Queensland Maroons—were randomly assigned to a 3 x 2 (Brands: high, moderate, low 
x Articulation: control, image-based taxonomic articulation) post-test only, between-
groups, factorial design. Study 1 was 52.7% male and 36.8% of the population was 18-
30, 43.3% were 31-49 and 11.1% were 50 or over.  
The experiment was administered online using an email link sent to 1,611 fans 
from an email list. Fans were offered the chance to win an AU$200 gift card if they 
participated.  Six fictitious press releases were created for the experiment using three 
well-known international brands as a new sponsor of the Australian rugby club.  The 
chosen brands (Powerade, Milo and Cadbury) were consumable, fast-moving consumer 
goods that are widely available in Australia. The results from a two-tailed t-test showed 
that Milo had a significantly higher native fit than Cadbury (Mm = 4.91 vs. Mc = 3.85, 
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t(3.03), p < .001) and Powerade had a significantly higher fit than Milo (Mp = 4.91 vs. 
Mm = 4.40, t(-2.63), p< .05). 
In order to avoid possible confounding effects due to articulation message length, 
scenario length was kept between 50-74 words, with exactly the same first 35 words for 
both conditions. To control for source credibility effects (Becker-Olsen & Simmons, 
2002) a team representative was the source of all communication in each condition. The 
first sentence announced the sponsorship agreement; in the second sentence the team 
welcomed the brand.  In the articulation condition the final sentence provided the 
articulation of an associative link between the brand and team. In the no articulation 
condition an innocuous filler sentence was used. The brand and the team were each 
mentioned three times in each scenario across both conditions. 
Respondents were instructed to consider the press release for two minutes on the 
computer screen before moving on to the survey questions.  Table 5.1 provides 
examples of the press release stimuli used in Study 1.  
 
Table 5.1 Sample stimuli from Study 1 
High-fit/no articulation (control) 
The Queensland Maroons and Powerade have announced a five-year sponsorship agreement to 
commence in the 2016 State of Origin Series. A Maroons representative stated, "We look 
forward to Powerade becoming part of the Queensland Maroons’ sponsorship portfolio." The 
Queensland Maroons representative added, "Everyone in the organisation is excited for this 
collaboration with Powerade." 
High-fit/image-based taxonomic articulation 
The Queensland Maroons and Powerade have announced a five-year sponsorship agreement to 
commence in the 2016 State of Origin Series. A Maroons representative stated, "We look 
forward to Powerade becoming part of the Queensland Maroons’ family and really show true 
support for our team." As part of the sponsorship, Powerade will adopt Maroons' colours on all 
packaging in the local market as well as Maroon billboards in both QLD and NSW during the 
series. 
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After attending to the stimuli, the dependent measures were all measured on a 
seven-point Likert scale (Strongly disagree to Strongly agree). Measures of perceived 
fit (α=.94) were taken from (Speed & Thompson, 2000), for example “There is a 
logical connection between Powerade and the Queensland Maroons” and “It makes 
sense that Powerade sponsors the Maroons”.  Three items were used to measure brand 
attitude (α=.95), for example “I have a favourable opinion of Powerade (Putrevu & 
Lord, 1994).  Further, participants responded to questions about perceived sincerity 
(α=.86), for example “Powerade would be likely to have the best interests of 
the Maroons at heart” (Speed & Thompson, 2000), followed by a manipulation check 
item “Powerade explained why they are a sponsor” to measure whether the articulation 
was successful.   
Participants also answered the seven-item Sport Spectator Identification Scale 
(α=.91) (Wann & Branscombe, 1993) as a measure of fandom, which included 
questions such as “How important is it to you that the Queensland Maroons win?” and 
“How important is being a Queensland Maroons fan to you?”  (1 = Not Important, 7 = 
Very Important). Participants were thanked for their time and debriefed about the nature 
of the study. Table 5.0 shows the means and standard deviations for all constructs in 
Study 1. 
 
Table 5.0 Descriptive Statistics 
 N Mean Std. Deviation 
Identification 186 5.98 1.11 
Attitude 186 5.22 1.36 
Sincerity 186 3.60 1.55 
Fit 186 4.16 1.69 
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For the 186 respondents, the composite mean for the 7 item SSIS was 5.98 with a 
standard deviation of 1.11.  This is significantly higher than the scale midpoint of 4 
using the same sample size t(370) = 33.06 p < .001).     
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5.3 RESULTS  
5.3.1 Discriminant validity 
Discriminant validity tests were run for the factors of team identification, 
perceived fit, perceived sincerity and brand attitude.  The Kaiser-Meyer-Olkin measure 
of sample accuracy was KMO=.94 and Bartlett’s test of Sphericity was significant p < 
.001.  A correlation matrix was analysed and both convergent and discriminant validity 
were found to exist.  The smallest value for the team identification items was .70 while 
the highest correlation with outside variables was .24 for item 1 of perceived fit. For 
brand attitude, the lowest value was .81 while the highest correlation with outside 
variables was .50 for item 2 of perceived sincerity. The smallest value for the perceived 
fit items was .71 while the highest correlation with outside variables was .44 for item 1 
of perceived sincerity. For perceived sincerity, the lowest internal correlation was .65 
while the highest external correlation was .50 with item 2 of the brand attitude scale.  
These figures suggest that discriminant validity is present between all of the variables 
examined as no outside correlations exceed the minimum internal correlations for a 
variable (Campbell, 1960).  
 
5.3.2 Manipulation check  
A manipulation check of the item “[Brand] explained why they are a sponsor” 
revealed that, on a seven-point scale (Strongly agree to Strongly disagree), those with 
no articulation (Mc=4.86) agreed less with the statement than those with the articulation 
(Ma=5.44; t(184) = -2.64 p < .01), indicating that the articulation was successfully 
manipulated.                                       
94  
5.3.3  
5.3.4 Perceived fit  
An ANOVA of 2 x 3 (Articulation: control, articulation x Brand: high-fit, 
moderate fit, low-fit) was performed on perceived fit. A significant main effect of 
articulation was found: F(1, 180) = 6.49, p < .05). There is also a significant main effect 
of brand: F (2, 180) = 14.48, p < .001). T-tests show that the respondents who received 
no articulation (the control condition) (Mc = 4.45) reported a significantly stronger 
perceived fit than subjects who were exposed to the image-based taxonomic articulation 
(Ma = 3.86).  Therefore, H1a is accepted and the null hypothesis is rejected. The results 
show that an image-based taxonomic articulation significantly decreases fit in the 
highly-identified fan group compared to the control group. This is addressed fully in the 
discussion section of this chapter.  There were no interaction effects between 
articulation and brand, which was expected.  
T-tests show that respondents in the high brand fit condition (Mhf = 4.89) reported 
a significant difference in perceived fit than subjects who were in the moderate-fit 
condition (Mmf= 4.25, p < .05), as well as between the moderate and low-fit condition 
(Mlf = 3.34, p < .01).  This suggests that native fit continues to be significantly different 
between brands regardless of articulation and, as Figure 5.1 shows, the brands behave in 
a similar way, with perceived fit decreasing with the presence of an articulative link.   
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Figure 5.1 High vs. moderate vs. low brand fit 
5.3.5 Perceived sincerity  
The second variable examined is perceived sincerity, which tests whether an 
image-based taxonomic articulation decreases perceived sincerity compared to the 
control condition. An ANOVA of 2 x 3 (Articulation: control, articulation x Brand: 
high-fit, moderate fit, low-fit) was performed on perceived sincerity.  
At the confidence interval of 90%, a significant main effect of articulation was 
found: F (1, 180) = 3.68, p = .057). There was no significant main effect of brand: F (2, 
180) = .44, p = NS), which was expected, as sincerity was not hypothesised to be 
significantly different based solely on the level of fit between the brand and team. T-
tests show that respondents who received no articulation (the control group) (Mc = 
3.75) reported stronger perceived fit than subjects who were exposed to the image-
based taxonomic articulation (Ma = 3.32). Therefore, H1b is partially accepted and the 
null hypothesis is rejected. The results show that an image-based taxonomic articulation 
decreases perceived sincerity at a 90%CI in the highly-identified fan group compared to 
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the control group and this held across all three brands (see Figure 5.2). This is 
addressed fully in the discussion section of this chapter.  There were no interaction 
effects between articulation and brand, which was also expected.  
 
Figure 5.2 Perceived sincerity                                                                         
5.3.6 Brand attitude  
Because Study 1 consists of only highly-identified fans the PROCESS analysis 
used for this study does not include the moderator of identification.  To examine 
whether perceived sincerity and fit are mediators of the relationship between 
articulation and fit the PROCESS model 4 was utilised (Figure 5.3), with the two 
mediators operating in parallel (Hayes, 2012).  
                                                                     
 The sample of 186 respondents was tested using 20,000 bootstrapped samples to 
determine the significance of each proposed pathway. For the fit mediator, path a’ was 
significant at a 95% confidence interval (-1.06 to -.81), with a coefficient of -.57, 
meaning articulation had a negative effect on fit; path b’ was also significant at a 95% 
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confidence interval (.1939 to .4195), with a coefficient of .31, meaning perceived fit 
had a positive correlation with brand attitude.   
For perceived sincerity as a mediator, path  a’ was significant (p = .059), with a 
coefficient of -.42, meaning articulation had a negative effect on sincerity; path b’ was 
significant at a 95% confidence interval (.1038 to .3563), with a coefficient of .23, 
meaning perceived sincerity had a positive correlation with brand attitude.   
The direct effects of articulation on brand attitude were not significant, meaning 
that articulation type alone is not responsible for any changes in attitude. Indirect effects 
of articulation on brand attitudes through perceived fit were significant at a 95% 
confidence interval (-.3833 to -.0332), with an effect of -.18.  Indirect effects of 
articulation on brand attitudes through perceived sincerity were also significant at a 
95% confidence interval (-.2416 to -.0084), with an effect of -.10.  This supports 
sincerity and fit as mediators of changes in brand attitudes, lending support to H4 in that 
the model works for high-identification participants.  Study 2 tests whether the 
hypothesised moderation also occurs and the entire model is valid. These results are 
now interpreted to gain insight into the findings before moving on to Study 2.  
5.4 DISCUSSION 
 This study examined the effects of image-based taxonomic articulation on 
highly-identified fans. There is support for H1a that a taxonomic articulation negatively 
affects levels of when compared to control. The effect of articulation on sincerity was 
not found to be significant p = .057, so H1b is not supported and the direct effects of 
articulation are not present regarding sincerity. The creation of a taxonomic link to 
attempt to positively manipulate fit between brand and team actually has the opposite 
effect on fit, and also on brand attitudes through fit and sincerity.  As this was 
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hypothesised in H1a and H4, it is the expected result, though it can also be considered 
to be counter-intuitive to both academics and marketers, especially in a condition that is 
naturally high in fit such as Powerade and the Queensland Maroons rugby club. 
Analysis of these results provides direction for Study 2. This begins with analysing the 
reasons why a taxonomic articulation failed to improve perceived fit in highly-
identified fans.   
An image-based taxonomic articulation attempts to create a link between the 
brand and team that does not naturally exist.  This attempt failed, and the major reason 
was the failure of the link to create fit between the image of the brand and the image of 
the team. This can be explained by the salience and importance of the team schema to 
the highly identified fan. Social identity has been defined as the group within the 
individual and when that identity is organisational in nature, the organisation itself is 
the focal point of identity. By that logic when fans are highly identified with team, then 
the team is considered part of them (Hogg & Terry, 2000). In that case, the articulation 
attempting to create fit between brand and team is challenging a very important schema 
and part of the individual’s identity. The image-based articulation that the sponsor 
brand is part of a cohesive and well-defined group with deeply-held beliefs, norms and 
values carries risk.  As far as highly-identified fans are concerned, fandom is religion 
and this study suggests that brands aren’t welcome to attend mass; they may be able to 
sponsor the cause, but they aren’t part of the congregation.   
In the image-based scenario the articulation is an attempt to tap into a vivid and 
salient schema of team identification, and the result was a decrease in fit that held 
across three brands.  These results are supported by Peracchio and Tybout’s (1996) 
study, which found that schema congruity effects did not work in the same manner 
when the individual had elaborate prior knowledge of a schema.  They found that those 
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with complex and well-defined schemas were apt to make inferences on claims by 
comparing the information presented with their own understanding of the concept 
(Peracchio & Tybout, 1996).  While that study found a boundary condition for the 
affective response to moderately-incongruent information, the current study extends 
that finding in a number of ways.  The boundary conditions found in Peracchio and 
Tybout’s (1996) study apply to affect, and these are extended to the sponsorship context 
by the negative effects shown in PROCESS regarding brand attitudes through the 
mediators of fit and sincerity.  Furthermore, the deep knowledge or attachment to a 
schema can also be a barrier to accept articulative links to create fit with that schema if 
the message attempts to induce an accommodation process. The brands in this study 
were specifically chosen with the idea that there are no known image-based taxonomic 
links to articulate that naturally exist between brand and team.  If one of the brands was 
based in Queensland for example, there would be an opportunity for a taxonomic 
image-based link to lean on that connection.  But when the link is not naturally 
available and the connection to the team schema is forced, the accommodation process 
fails resulting in reduced fit and brand attitudes.  The mediator of perceived sincerity 
being affected by articulation at a 90% CI also supports the idea that the taxonomic link 
failed to produce the intended effects.  This idea is lent more support by the fact that fit 
did not improve across the three different brands, and that low-, moderate- and high-fit 
brands all showed a reduction in fit when compared to the control group. This is 
particularly important for the high fit pairing, where a second manufactured taxonomic 
link of image reduced the fit attained by the pre-existing functional link between sports 
drink and sport team.  
The results support previous research on schemas that claims that those with 
strong knowledge of a schema are more apt to reject or dismiss incongruent or 
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disruptive information in regards to that schema, rather than attempt to accommodate 
that information (Crocker et al., 1984). The decrease over the full sample suggests that 
respondents either dismissed the information and showed no changes in fit, or 
processed the information with negative outcomes. Both of these ideas come into play 
as the articulations in all scenarios were, at the very least, not helpful in improving fit in 
the highly-identified fan group.  
This is further supported by the results of the data analysis using PROCESS 
model 4, which shows that both fit and sincerity mediate the process of forming brand 
attitudes when articulation is present. Other sponsorship studies have shown that fit 
affects levels of brand attitude (Gwinner et al., 2009) and this model includes that effect 
and also accounts for sincerity of the message, which has also been an important 
construct in regards to changes in brand attitude (Olson, 2010; Speed & Thompson, 
2000). This result is supported by research that an articulation of sponsor motivation is 
only acceptable when it does not provoke the individual to doubt the stated motivation 
and consider other firm-serving motives (Becker-Olsen et al., 2006; Forehand & Grier, 
2003).  Doubt of the stated motivation occurs when the message is construed as 
deceptive or manipulative in nature (Campbell, 1995; Forehand, 2000).  The articulative 
messages in Study 1 attempted to link a corporate brand to a schema that is not only 
well defined but is also a part of the individual’s identity.  Considering the possibility 
that this might be perceived as deceptive or manipulative, the outcomes of decreased fit 
and brand attitude make sense when compared to no articulation at all.   
The reason why this finding might be construed as counterintuitive is because of 
the nature of sponsorship research and practice spanning the last 25 years.  The idea of 
establishing fit between sponsor and sponsee has been examined as purely a 
taxonomical process through both the definitions and hypothesised dimensions of fit in 
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the literature (Johar & Pham 1999; Olson 2011) and the operationalisation of 
articulation in experimental design (Weeks et al. 2008; Conwell et al. 2006).  This has 
spilled over into practice as evidenced in the taxonomic linkages presented between 
Manchester United and the Gulf Oil Company in the earlier example.  As both 
academia and industry has been constrained to creating links that rely on matching the 
internal attributes of each entity, it is understandable that there is a concerted effort to 
find instances where the strategy works.  This study shows that this is not always the 
case, and makes an argument that the creation of taxonomic links where no natural ones 
exist is not theoretically or managerially sound.  Therefore, Study 2 examines a 
distinctively separate pathway to fit using thematic relations.  
If perceived sincerity and fit mediate the relationship between articulation and 
brand attitudes, it is possible that an articulation that is thematic in nature would work 
differently.  A thematic articulation portrays the two brands as playing complementary 
roles in a scenario rather than attempting to find intrinsic traits or attributes that match 
between the two entities.  A sponsorship-based thematic articulation simply discusses 
the sponsorship agreement including team and sponsor benefits, and addressing sponsor 
benefits might proactively address alternative motives (Becker-Olsen et al., 2006; 
Forehand & Grier, 2003).  This should be true as the message is not asking the reader to 
reconcile any new incongruent information into the existing team-identification schema.  
Instead, the articulation relies on an indirect linking of the two entities in the schema of 
sponsorship.  The indirect nature of the thematic link joins the idea of brand and team 
through the detailed description of the mutual benefits that can be described in a 
sponsorship agreement.  Some of these benefits are helpful to the team, which is the 
focal point of team identification.  Therefore, this unsurprising yet relevant information 
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should be assimilated into the schema of sponsorship as well as the team and brand 
schemas.  
The other type of thematic link considered is philanthropic in nature. A 
philanthropic link was the basis for one of the major studies in the use of articulation in 
sponsorship. Simmons and Becker-Olsen (2006) achieved an increase in fit through a 
philanthropic articulation that explained activities that would benefit people with 
disabilities using an indirect link of therapy/companion animals. Considering the 
aforementioned study utilised multiple thematic links between brand and cause as well 
as a philanthropic message, this research intends to test the multiple links of brand, 
team and community found in a philanthropic message against the single brand/team 
thematic link found in the sponsorship-based scenario.  This involves testing a non-
philanthropic thematic link (using a sponsorship-based articulation described above), 
and a combination of an thematic link and a philanthropic message to attempt to better 
understand the roles of each in improving fit. 
Finally, Study 2 looks at fans with low identification as well as high identification 
to examine if there are any differences in articulation processing. If the nature of a 
philanthropic link is successful in improving fit for all respondents by linking brand to 
both team and community then it might be possible for that link to improve fit for 
anyone who is in that community and expand the audience who has positive responses 
to the paring of brand and team. 
5.5 STUDY 2 GOALS  
Study 2 examined the effects of both taxonomic and thematic articulations on 
respondents with both high and low levels of team identification. This study was 
designed to test whether a sponsorship-based thematic articulation utilising an indirect 
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linkage would positively influence highly identified fans’ perceptions of fit and 
perceived sincerity. It also tests the ability of the multiple links found in the 
philanthropic articulation and the inclusion of community support into the scenario to 
increase fit and sincerity in both fans and non-fans, compared to all other articulations 
and the control condition.  Finally, the inclusion of a taxonomic image-based link 
replicates Study 1, as well as providing a comparison point between taxonomic and 
thematic links. Therefore, Study 2 tests all four hypotheses: 
H1: For highly-identified fans the presence of a taxonomic image-based 
articulation linking team with brand will result in: a) lower perceived fit 
and b) lower perceived sincerity than the control condition. 
H2: For highly-identified fans the presence of a thematic sponsorship-based 
articulation linking team with moderate or low natural fit brands will result 
in: a) higher perceived fit and b) higher perceived sincerity than taxonomic 
links and the control condition. 
H3:  For fans with high and low identification with a team the presence of a 
thematic philanthropic-based articulation linking brand, team and 
community with moderate or low natural fit brands will result in: a) higher 
perceived fit and b) higher perceived sincerity than a sponsorship-based 
thematic link, a taxonomic link and the control condition.   
H4: In a pairing with no relevant taxonomic linkages, as thematic links increase 
so will brand attitudes; this relationship is mediated by fit and perceived 
sincerity and moderated by fan identification.  
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5.6 DESIGN AND PROCEDURE  
In Study 2, 565 respondents with both high and low team identification with a 
professional NBA team in the Midwestern US (Cleveland Cavaliers) were randomly 
assigned to a 2 x 4 (Fandom: fans, non-fans x Articulation: control, image-based 
taxonomic articulation, sponsorship-based thematic articulation, philanthropic-based 
thematic articulation) post-test only, between-groups, factorial design.  Study 2 was 
44.2% male and 48% of the population was 18-30, 41.4% were 31-49 and 9.2% were 
50 or over. 
The experiment was administered online using a link to Key Survey through 
Amazon Mechanical Turk. All participants spoke English, resided in the state of Ohio 
and participated for US$1.00 compensation.  The sample was limited to residents of 
Ohio as the philanthropic linkage was based on an Ohio-based charity and the team 
chosen is the only professional basketball team in the state. Four fictitious press releases 
were created for the experiment, using a well-known international brand as a new 
sponsor of the professional basketball team.  The brand chosen (M&M’s) is a 
consumable, fast-moving consumer product that is widely available in the US and 
similar to the low-fit brand used in Study 1. Because this study is only looking at one 
brand the control condition was used in lieu of a pre-test as a baseline for comparison in 
changes in fit.  
The same press release format and protocols were implemented in this study, 
including text length, brand mentions and message source. Respondents were instructed 
to consider the press release for two minutes on the computer screen before moving on 
to the survey questions.  Table 5.2 provides examples of the press release stimuli used 
in Study 2.  
 105 
  
106  
Table 5.2 Sample stimuli for Study 2 
Control 
The Cleveland Cavaliers and M&M's have announced a five-year sponsorship agreement to 
commence in the 2016-17 NBA season. A Cavs representative stated, "We look forward to 
M&M's becoming part of the Cavaliers’ sponsorship portfolio. Everyone in the organisation is 
excited for this partnership and we are happy to announce M&M's as a sponsor." 
Image-based taxonomic articulation  
The Cleveland Cavaliers and M&M's have announced a five-year sponsorship agreement to 
commence in the 2016-17 NBA season. A Cavs representative stated, “We look forward to 
M&M's becoming part of the Cleveland Cavaliers’ family to support the team.” As part of the 
sponsorship, M&M's will adopt Cavs colors on all packaging in Ohio and “Go Cavaliers!” 
billboards in downtown Cleveland.  
Sponsorship-based thematic articulation 
The Cleveland Cavaliers and M&M's have announced a five-year sponsorship agreement to 
commence in the 2016-17 NBA season. A Cavs representative stated “M&M's acknowledges 
that this sponsorship is aimed at creating goodwill and brand awareness with fans of the 
Cleveland Cavaliers.” The sponsorship money will contribute to arena seating upgrades planned 
for the 2016-17 season and training room facility upgrades for the team.  
Philanthropic-based thematic articulation 
The Cleveland Cavaliers and M&M's have announced a five-year sponsorship agreement to 
commence in the 2016-17 NBA season. A Cavaliers representative stated, “We look forward to 
M&M's becoming part of the Cleveland Cavaliers’ family.” As part of the sponsorship, M&M's 
is donating $1 Million dollars to the Cleveland Coats For Kids campaign and will hold a special 
“Coats for Kids Night” during a home game next season. 
  
After considering the stimuli, respondents measured the DVs using a seven-point 
Likert scale (Strongly disagree to Strongly agree). Measures of perceived fit (α=.85) 
included: “There is a logical connection between M&M’s and the Cleveland 
Cavaliers” and “It makes sense that M&M’s sponsors the Cavaliers”(Speed & 
Thompson, 2000).  Brand attitude measures (α=.91) were then taken, including: “I have 
a favourable opinion of M&M’s” and “I think M&M’s is an appealing brand” (Putrevu 
& Lord, 1994).  This was followed with measures of perceived sincerity (α=.86): How 
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do you perceive M&M’s sponsorship of the Cavaliers)? insincere/sincere, 
dishonest/honest and manipulative/not manipulative (Campbell & Kirmani, 2000). This 
was followed by a manipulation check stating: “M&M’s explained why they are a 
sponsor”.  These questions were introduced after the DVs were measured to reduce the 
possibility of demand characteristics.  
Respondents then answered the seven-item Sport Spectator Identification Scale 
(α=.96) (Wann and Branscombe 1993) as a measure of fandom, which included 
questions such as: “How important is it to you that the Cleveland Cavaliers win?” and 
“How important is being a Cleveland Cavaliers fan to you?”  These items were 
measured on a seven-point Likert scale (Not important to Very important). The 
participants were thanked for their time at this stage and debriefed about the nature of 
the study. Table 5.0 shows the means and standard deviations for all constructs in Study 
2. The sample was split into groups of high and low identification based on the median 
score of 4.31 of the composite variable measuring the reposes to all 7 items. All 
respondents were included in the median split and subsequent results section below. 
 
Table 5.3 Descriptive Statistics 
 N Mean Std. Deviation 
Identification 565 4.03 1.76 
Attitude 565 5.79 1.06 
Sincerity 565 5.12 1.29 
Fit 565 3.65 1.44 
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5.7 RESULTS  
5.7.1 Manipulation check  
A manipulation check of the item “M&M’s explained why they are a sponsor” 
revealed that, on a seven-point scale (strongly agree to strongly disagree), the control 
group (Mc=4.24) agreed less with that statement than those with the articulation 
(Ma=5.05). An independent samples t-test revealed that this difference is significant, 
t(531) =-4.096  p < .001, indicating that the articulation was successfully manipulated.  
5.7.2 Perceived fit   
A 2x4, between-groups ANOVA was performed to examine the effects of fandom 
(high identification, low identification) and articulation (control, image-based 
taxonomic, sponsorship-based thematic, philanthropic-based thematic) on perceived fit.  
The results show that there is a significant main effect of articulation F (3, 557) = 6.11 p 
< .001. There is also a significant main effect of fandom F (1, 577) = 22.28 p < .001. 
The interaction between articulation and fan was not significant p = .177. 
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Figure 5.4 Perceived fit 
 
Perceived sincerity: A 2x4 between groups ANOVA was performed to examine 
the effects of fandom (high identification, low identification) and articulation (control, 
image-based taxonomic, sponsorship-based thematic, philanthropic-based thematic) on 
perceived sincerity.  The results show that there is a significant main effect of 
articulation F (3, 557) = 4.23 p < .01. There is also a significant main effect of fandom 
F (1, 577) = 25.04 p< .001. The interaction between articulation and fan was not 
significant p = .788,   
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Figure 5.5 Perceived sincerity 
 
Because there are no interactions between fans and non-fans in changes in 
perceived fit or perceived sincerity, the analysis will be split into Analysis 2A (high 
identification), 2B (low identification) and 2C (PROCESS analysis for all fans).  The 
lack of an interaction at this stage was expected as the hypothesised moderator of 
identification does not occur on the a’ path between articulation and the mediating 
variables, but on the b’ path between the mediators and brand attitude. 
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5.8 ANALYSIS 2A: HIGH IDENTIFICATION  
5.8.1 Perceived fit  
For the 288 highly identified fans, a one-way ANOVA was conducted which 
showed that articulation was significantly different between groups F (3, 284) = 6.204 p 
< .001. T-tests show that respondents exposed to an image-based taxonomic articulation 
(Mi = 3.52) did not report significantly lower fit than control (Mc = 3.69) p= NS.  This 
does not support the findings of Study 1 or H1A, but while the difference was not 
significant, the mean was lower.  This will be addressed in the discussion section. 
Highly identified fans receiving a sponsorship-based thematic articulation (Ms = 4.18) 
perceived a stronger fit than control (Mc = 3.69, p < .05).   A sponsorship-based 
articulation also yielded significantly higher fit ratings than an image-based taxonomic 
articulation (Mi = 3.52) p <.01. This supports H2A that a sponsorship-based thematic 
articulation increases levels of perceived fit in the highly identified fan when compared 
to control and a taxonomic-based link.  
In the philanthropic thematic condition (Mp = 4.47) the perceived fit was 
significantly higher for highly identified fans than control (Mc = 3.69)  p < .01 and 
higher than an image-based articulation (p < .001), partially supporting H3A. 
Philanthropic and sponsorship articulations were not significantly different, but the 
philanthropic mean was slightly higher, which will be included in the general 
discussion once low identification fans are discussed.  
5.8.2 Perceived sincerity 
A separate one-way ANOVA was performed to examine the effects of articulation 
(control, image-based, sponsorship-based, philanthropic) on perceived sincerity.  The 
results show that there is a significant main effect of articulation at a 90% CI,    F (3, 
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284) = 2.38  p = .07.  T-tests showed that respondents receiving an image-based 
taxonomic articulation (Mi = 5.10) did not perceive sincerity as significantly lower than 
control (Mc = 5.22). This mirrors the results for perceived fit in not supporting H1b and 
will be addressed in the discussion section. Those receiving a sponsorship-based 
thematic articulation (Ms = 5.51) perceived the message as more sincere than an image-
based taxonomic articulation (Mi = 5.10) p<.05, but not significantly more sincere than 
control.  A philanthropic thematic articulation (Mp = 5.58) p<.05 was also perceived as 
more sincere than an image-based taxonomic articulation (Mi = 5.10) p<.05, but not 
more sincere than a sponsorship-based link or control.  These findings lend partial 
support for H2B and H2C, and the interpretation of this analysis will be discussed in 
full after the PROCESS results are reported.                              
5.9 ANALYSIS 2A DISCUSSION 
The results from Analysis 2A show that two different types of articulation can 
yield two extremely different results when examining highly identified fans.  The 
image-based taxonomic articulation was carried over from Study 1 for both replication 
and comparison purposes.  Image-based articulation did not significantly decrease fit 
when compared to control in this instance, but the mean was still lower than the 
presence of no articulation (control), solidifying that the presence of an image-based 
taxonomic articulation is not helpful in improving fit.  This finding is reinforced by the 
results of the sponsorship-based and philanthropic thematic articulations, which 
significantly increased perceived fit when compared to the control and image-based 
articulation conditions.  This finding is important as the differences between thematic 
and taxonomic-based articulations suggest a boundary condition of articulation when 
the audience identifies with one of the presented schemas.  The difference between 
these articulations is whether the link attempts to match the traits of brand and team 
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(taxonomic) or explain their complementary external interaction within a scenario 
(thematic) such as sponsorship or a philanthropic gesture.  
As mentioned previously, the team-identification schema that is activated with an 
image-based articulation is salient and well-defined.  The message in that scenario 
attempts to link the brand and team through an image-based appeal that portrays the 
brand as aligned with the team.   Two studies have shown that this type of articulation 
does not increase fit as the respondent either dismisses the information or rejects it. This 
is similar to the inferences made by those with a developed schematic knowledge when 
dealing with new information presented regarding that schema (Peracchio & Tybout, 
1996).  
One potential reason why the image-based taxonomic articulation was not 
significantly lower than control in this study was the identification levels in the highly 
identified groups between Study 1 and Study 2.  Study 1 utilised an opt-in email list 
from a previous study of fans who were willing to take future surveys, and this resulted 
in fans having significantly higher levels of identification in Study 1 (Ms1=6.07) than 
the highly identified fans of Study 2 (Ms2=5.49) p<.001. Conservatively, H1 will be 
rejected as it is possible that the sample of Study 1 is representative of those with high 
identification and cannot be generalised to a wider range of fandom that would 
constitute a wider range of highly identified fans.  Therefore, instead of an image-based 
taxonomic articulation reducing perceived fit and perceived sincerity, it only fails to 
increase those two variables when compared to control.  More importantly, the 
taxonomic articulation was significantly lower than both thematic articulations in both 
perceived fit and perceived sincerity.  
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This is because a thematic sponsorship-based articulation does not rely on the 
respondent matching traits between two schemas that evoke the tightly held beliefs, 
values and norms of the team schema.  This message activates the basic concept of 
brand and team interacting in a complementary way within the schema of sponsorship, 
where the brand exchanges money for the opportunity to be associated with the team. 
This articulation explains the benefits both to team and to brand, which is a pre-emptive 
measure to counteract processing of any unstated ulterior motives, similar to the work 
in Forehand and Grier (2003).   It also allows the brand and team to have a link that 
creates fit through the thematic understand of a sponsorship agreement, which does not 
need to find internal traits or attributes to create fit.   
The philanthropic-based thematic articulation is a message that showed both a 
link between brand, team and community by communicating support for a community-
based charity using external sponsorship program-based activities.  This articulation is 
similar to Simmons and Becker-Olsen (2006) in that it describes philanthropic efforts 
outside of the explicit sponsorship agreement that are associated in some way with the 
agreement itself.  In their scenario, the philanthropic opportunity to help disabled 
participants in the Special Olympics was already in place as the Special Olympics were 
also the sponsored object.  In this research, the sponsorship agreement between two for-
profit brands necessitated the inclusion of an outside indirect link to be presented.  This 
is similar to recent research that shows the inclusion of an indirect benevolent link to an 
existing sponsorship agreement can help low-fit brands increase brand credibility and 
brand attitudes (Uhrich, Koenigstorfer, & Groeppel-Klein, 2014).  While that study did 
not measure increases of fit based on the inclusion of a philanthropic link, the current 
research shows that increased fit is achievable when a philanthropic articulation is 
present.  Furthermore, the aforementioned study credits the presence of an external 
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leveraged CSR link as the reason for positive outcome variables, but this research 
suggests that the positive outcomes come through changes in sincerity and fit, and that 
this is possible by simply explaining the nature of the sponsorship agreement through a 
thematic link, and not necessarily having to engage in a completely separate act of 
philanthropy.  
The results in Analysis 2A of highly identified fans provide evidence of thematic-
based indirect articulative links that are effective in achieving higher ratings of fit and 
sincerity than taxonomic links in highly identified fans. The results for the image-based 
taxonomic articulation reinforces the notion that a direct link between brand and team-
identity does not yield positive results when the respondent is attached to the sponsored 
entity and the articulation attempts to link the brand directly to the identified schema.  
The next analysis examines if improved fit found using thematic linkages translates to 
who are not highly identified. Specifically, Analysis 2B will examine the how fans with 
low identification rate perceived fit, perceived sincerity and brand attitudes when 
presented with the philanthropic-based thematic articulation and how that scenario 
compares to other articulations and control.   
5.10 ANALYSIS 2B: LOW IDENTIFICATION 
5.10.1 Manipulation check  
A manipulation check of the item “M&M’s explained why they are a sponsor” 
revealed that, on a seven-point scale of Strongly agree to Strongly disagree, those with 
no articulation (control group) (Mc = 4.23) agreed less with that statement than those 
with the articulation (Ma = 4.75). An independent samples t-test revealed that this 
difference is significant t(390) = -3.040 p < .01, indicating that articulation was 
successfully manipulated.                                                
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5.10.2 Perceived fit  
A one-way ANOVA was performed using the 277 fans with low identification to 
examine the effects of articulation on perceived fit.  The results show that there is not a 
significant main effect of articulation p= NS. T-tests show that respondents exposed to 
philanthropic thematic articulation (Mp = 3.70) perceived a stronger fit at a 90% CI than 
those receiving an image-based taxonomic articulation (Mi = 3.26) p=.065.   A 
philanthropic articulation was not significant when compared to control (Mc = 3.31) 
p=NS, or a sponsorship-based thematic message (Ms = 3.3) p=NS.  This shows partial 
support for H3a, but suggests that fit is not easily manipulated when the receiver is not 
identified with the team. The lack of changes in fit between brand and team for those 
who have low identification with team will be discussed in the results section.  
5.10.3 Perceived sincerity 
A one-way ANOVA was performed to examine the effects of articulation on 
perceived sincerity for fans with low identification.  The results show that there is a 
significant main effect of articulation at a 90% confidence interval F (3, 273) = 12.257 
p = .082. T-tests show that a philanthropic-based thematic articulation (Mp = 5.24) was 
perceived as significantly more sincere than an image-based taxonomic articulation (Mi 
= 4.66) p<.05.  There are no other significant differences between conditions, though 
the means for sponsorship-based thematic articulation (Ms = 4.92) and control (Mc = 
4.90) were lower than a philanthropic thematic articulation. These results will be 
discussed after the results of the PROCESS model 4 for fans with low identification to 
examine any indirect effects of fit or sincerity on brand attitudes as thematic links 
increase. 
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5.11 ANALYSIS 2B DISCUSSION 
The findings for fans with low identification expand the scope of the research to 
investigate how articulation can be effective in improving fit in a wider audience.  The 
analysis of the results shows that while a sponsorship-based articulation improves fit in 
highly identified fans, this cannot be extended to significantly affect the views of fans 
with low identification.  This finding makes sense theoretically, as those who identify 
strongly with an organisation commit themselves to actions that support that 
organisation (Cornwell & Coote, 2005; Dutton, Dukerich, & Harquail, 1994). 
Conversely, those who do not identify with the organisation would not be swayed by an 
articulation that shows organisational support. For non-fans the sponsorship-based 
articulation is simply a more detailed explanation of the sponsorship agreement, where 
for fans it shows how that agreement specifically benefits the team, therefore activating 
positive results for the identified team schema and relevant outcomes.   
The second type of articulation is a philanthropic articulation that communicated 
support for a community-based charity using external sponsorship program-based 
activities.  This articulation is different to the sponsorship scenario, which used the 
understanding of the sponsorship schema to show benefits for the both brand and team. 
This philanthropic articulation uses a local charity to link brand, team and community, 
and articulates a benefit that is transferred to the team indirectly and improves fit. This 
is similar to recent research that shows the inclusion of an indirect benevolent link to an 
existing sponsorship agreement can help low-fit brands increase brand credibility and 
brand attitudes (Uhrich et al., 2014).  While Uhrich et al.’s (2014) study did not 
measure increases of fit, the current research shows that increased fit is achievable 
when a philanthropic articulation is present.  This finding is important as it shows that 
the inclusion of a link that is relevant beyond the team–fan relationship can increase fit 
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to a broader audience. Furthermore, the philanthropic articulation resulted in the highest 
rating of fit in fans as well as non-fans.  This submits that a philanthropic approach to 
sponsorship-linked marketing communication is a superior vehicle for improving fit in 
both those attached to the sponsored object and those who are not.  This is in line with 
prior research which found sponsorships with a philanthropic linkage can have similar 
positive outcomes to a philanthropic gesture that is not part of a sponsorship 
announcement (Uhrich et al., 2014).   
That being said, when compared to control, the philanthropic thematic link did 
not significantly increase fit. This fit between brand and team may not have been the 
strongest predictor of changes in brand attitudes as changes in perceived sincerity were 
more meaningful as a whole as articulation varied.  This would make sense as this 
group has no strong attachment to team and therefore no vested interest in 
schematically matching brand and team. The sincerity of the message to the objective 
respondent would be more meaningful when there is no identified schema to consider. 
That being said, the impact of articulation on sincerity for fans with low identification 
was only significant when comparing a thematic philanthropic link and a taxonomic 
image-based link.  Next, all fans will be considered to see the effects of both perceived 
fit and perceived sincerity on brand attitudes with team identification as a moderator.   
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5.12 ANALYSIS 2C: ALL FANS 
5.12.1 PROCESS Model 14  
PROCESS model 14 is designed to test the presence of moderated mediation, 
with the moderation occurring on the b’ path between the mediator and the dependent 
variable. In this case, there are two mediators that are tested in parallel (perceived fit 
and perceived sincerity) with the moderator acting on the b’ path between these 
variables and the dependent variable of brand attitude.  This is a logical model to use as 
the ANOVA results from Study 2 did not show interaction effects between articulation 
and fan identification for perceived fit or perceived sincerity (hence the separate 
analyses 2A and 2B), which means the a’ path should not show moderation in a 
PROCESS analysis.  Furthermore, the effects of articulation are not hypothesised in 
theory to directly affect changes in brand attitude, as this happens through fit and 
sincerity in other studies (Speed & Thompson, 2000; Till & Busler, 2000). Therefore, 
the c’ path is also excluded and moderation is expected to occur between the mediators 
and brand attitude.  
 
 
 
 
 
 
 
 
Figure 5.5 PROCESS Model 14 (Hayes 2012) 
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            The 565 respondents were entered into the PROCESS model 14 plug in, 
with the moderator set as the dichotomous variable of high and low identification with 
team. The independent variable of articulation was ordered “0” (control), “1” (image-
based taxonomic articulation), “2” (sponsorship-based thematic articulation) and “3” 
(philanthropic-based thematic articulation).  This order was chosen based on the 
theoretical hypothesised schematic links present.  As Study 1 and Study 2 have shown, 
an image-based taxonomic articulation does not provide a link to improve fit or 
sincerity for any respondents across four brands.  Sponsorship articulation has a link 
that thematically links brand and team, while a philanthropic articulation attempts to 
link brand, team and community.  This was tested using 20,000 bootstrap samples to 
determine the significance of each proposed pathway.   
For perceived fit, path a’ was significant at 95% Confidence interval p< .001 
(.0861 to .3066) and a coefficient of .20, meaning the type of articulation had an 
increasingly positive effect on perceived fit.   For perceived sincerity, path a’ was also 
significant at 95% Confidence interval p< .05 (.0303 to .2287) and a coefficient of .13, 
meaning the type of articulation had an increasingly positive effect on perceived 
sincerity.    
For perceived fit, Path b’ was not significant at 95% Confidence interval, but the 
interaction between identification and fit was significant at a 95% confidence interval  
p< .05  (.0146 to .2815), suggesting that highly identified fans had a stronger 
correlation between fit and brand attitude then those with low identification.  
For perceived sincerity, Path b’ was significant at 95% Confidence interval p < 
.001 (.3377 to .8050) with a coefficient of .57 meaning changes in sincerity were 
positively related with changes in fit.  The interaction between identification and 
sincerity was also significant at a 95% confidence interval p < .05  (-.3403 to -.0452) 
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with a coefficient of -.19, meaning that the correlation for low identification fans was 
significantly stronger than high identification fans.  
 Direct effects were not significant at 95% Confidence interval, p= NS. For 
perceived fit, conditional indirect effects were significant for highly identified fans at 
95% Confidence interval (.0158 to .0681) with an effect of .037 but were not significant 
for fans with low identification.  For perceived sincerity, conditional indirect effects 
were significant for highly identified fans at 95% Confidence interval (.0063 to .0527) 
with an effect of .024 as well as low identification (.0136 to .0975) with an effect of 
.050. 
Finally, the index of moderated mediation showed that moderated mediation was 
present for fit (.0046 to .0702) and also for sincerity (-.0697 to -.0030).  This means that 
fit was a significant predictor for highly identified fans but not for those with low 
identification.  It also suggests that while sincerity was a significant mediator for both 
high and low identification, the effects were significantly stronger for those who were 
not highly identified with team.  This fully supports H4. These results have interesting 
implications that will be discussed in the next section.  
5.13 ANALYSIS 2C: DISCUSSION OF MODERATED MEDIATION 
The PROCESS results from Model 14 show an interesting difference between 
fans with high and low identification with team.  Fit between brand and team is a 
significant moderating factor for high identification fans but not for low, which is in 
line with the hypothesis. High identification with team makes fit between brand and 
team crucial to feeling positive about the brand as the team is an important part of 
personal identity for that group and linking with that identity results in positive feelings 
transferring from team to brand. This is similar to other studies that have examined 
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team identification as a construct to improve brand attitudes toward the general idea of 
a sponsor without any mention of the actual brand (Madrigal, 2000, 2001) and the role 
of fit in changing brand attitudes (Koo et al., 2006).   
For those who do not identify highly with team, this fit not important, and the 
sincerity of the message itself plays the only significant role in changes in brand 
attitude.  Fit between brand and team would not cause an affective response as those 
with low identification do not have a strong attachment to the team.  Instead, the 
positive feelings toward brand are a manifestation of the belief that the brand motives 
are as stated and there are no ulterior explanations. This is similar to work that has 
shown sincerity as a strong predictor of affective responses to messages of sponsored 
activities (Forehand & Grier, 2003) and sponsorships in general (Speed & Thompson, 
2000).  
5.14 CONCLUSION 
These two studies and the analyses that followed examine the effects of different 
types of articulation and offer a theoretical understanding of why some types of 
articulations work and others do not.  There is evidence that there are distinct 
differences between the creation of a taxonomic articulation and a thematic articulation 
in terms of all outcome variables.  The two studies also each provide a piece of the 
articulation puzzle and how it might be processed differently depending on pre-existing 
traits and the nature of the message itself.  The next chapter will consider all of these 
puzzle pieces at once to create a clearer picture of the antecedents, processes and 
outcomes that are essential to understanding the place of articulation in the context of 
sponsorship. 
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Chapter 6: Conclusion 
6.1 INTRODUCTION 
The final chapter of this thesis will begin with a general discussion of the 
collective understanding of sponsorship articulation that can be gleaned from the two 
studies and four analyses as single piece of research.  The conclusion will then look 
more abstractly at the theoretical contributions that this research makes, followed by 
relevant managerial implications. The thesis will conclude with sections on future 
research directions and the limitations of this research.    
6.2 GENERAL DISCUSSION  
6.2.1 Taxonomic links and a boundary condition 
This research investigates the ability of an articulative message to effectively 
influence fit sincerity and eventually brand attitude in a sport sponsorship context.  The 
findings from the two experiments show that all messages intended to create fit between 
two objects are not created equal, and that the most obvious link might not be the best 
choice. The most important sponsorship articulation studies have focused on “created 
fit” through the introduction of an articulative link (Cornwell et al., 2006; Simmons & 
Becker-Olsen, 2006), but these studies have failed to set the parameters for what types 
of links are able to achieve that goal, and which ones fail. This research has investigated 
that gap by introducing recent literature that categorises pathways to creating fit as 
being either taxonomic or thematic in nature (Estes et al., 2012), and how this relates to 
marketing literature (Noseworthy et al., 2010; Noseworthy & Trudel, 2011). From this 
theoretical foundation explaining the differences between intrinsic schema matching 
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(taxonomic) and extrinsic schema interaction (thematic), the two experiments 
conducted in this thesis have examined the differences between these two types of links.  
Evidence from both studies have shown that the creation of a taxonomic link to attempt 
to directly match traits of brand and team fails to increase fit, is not considered sincere, 
and through these mediators fails to improve brand attitudes.  Considering that the 
overwhelming majority of extant research on fit in the sponsorship context has 
examined the benefits of pre-existing taxonomic linkages between brand and 
team/event (Becker-Olsen & Hill, 2006; Gwinner et al., 2009; Koo et al., 2006; 
Mazodier & Merunka, 2012), this is a substantive finding. This research shows when a 
link is not already present, that connection cannot be created through attempting to 
manipulate or strategically communicate brand image to align with team or event 
image. This was shown through the lack of positive effects of a taxonomic link using 
four different brands with three levels of fit on fans with both high and low 
identification with two different teams in two different countries. It is not just a 
boundary condition for fans, but a boundary condition for fit; when taxonomic links are 
not already present in some form, they cannot be created to induce changes in fit. Yet, 
the pathways to rejecting or dismissing this type of articulation are different in highly 
identified fans and those with low identification.  
For high identification fans, this is because the taxonomic matching process 
between two unrelated entities is an accommodative process that attempts to create a 
link where there are none present (G. Mandler, 1982). An attempt by the brand to 
articulate a link between the brand and the sponsored team challenges the understanding 
of the team schema and requires the expert to reorganize in an attempt to accommodate 
the new information into the schema.  For fans, this finding can be explained through an 
understanding of the relevance of a proposed link (Bridges et al., 2000) and the 
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contextual knowledge in place when the receiver is knowledgeable and interested in one 
of the objects (Peracchio & Tybout, 1996).  The rejection of the taxonomic link results 
in negative thoughts and feelings about the pairing after a failed accommodation (G. 
Mandler, 1982).  For fans there is also reduced perceived sincerity of the taxonomic-
based message which results in the consideration of other ulterior firm-serving motives 
(Forehand & Grier, 2003; Skarmeas & Leonidou, 2013), which combines with the 
reduction in fit to influence brand attitudes in the highly identified fan.  
For those with low identification to team, the changes in brand attitude are still 
reached, but not through changes in fit.  For this group, the schema is not as important 
and is not part of the core identity. Therefore, the time spent processing the message is 
not about matching the schema, but judging the sincerity of the message itself.  For 
those with low identification, there is the ability to take the message at face value 
without the in-group schema driving the process (Cohen, 2003). The fit is 
inconsequential, but the motives of the firm are paramount as the sincerity of the 
message drives changes in brand attitude , which is similar to other studies (Demirel & 
Erdogmus, 2016; Forehand & Grier, 2003). While this plays a role in high identification 
fans as well, it is a significantly stronger mediator for low identification fans and the 
only valid mediator.   
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6.2.2 Thematic links  
In contrast to this, a thematic articulation has the ability to significantly increase 
fit when compared to a taxonomic link between entities.  Instead of attempting to match 
intrinsic traits of two objects that have no natural fit, the thematic articulation shows an 
extrinsic interaction in a scenario that has the ability to increase fit, sincerity and 
indirectly, brand attitudes depending on the nature of the message.  These scenarios are 
the epitome of created fit as the nature of the message is explaining a new scenario 
where the two entities act in a complementary fashion in a way that they have not 
before.  This is possible because thematic relations examines what could be rather than 
what is already (Estes et al., 2012).  It is plausible to think that a brand and a team could 
enter a sponsorship relationship that provides benefits to both companies.  This is 
through the understanding of sponsorship and the scenario could be perceived as 
believable to all who read it, yet only appeals in changing fit to those who are attached 
to one of the entities as the benefits in this scenario are meaningful to them.   
The sponsorship-based articulation provides a linkage of literal team support by 
describing the allocation of sponsorship funds to specific team-based projects.  It differs 
from an image-based taxonomic articulation that says “this brand is showing traits of 
the team”, which can be refuted, and instead discloses the sponsorship arrangement 
which provides tangible benefits to the team without attempting to portray the brand as 
directly linked to the team through trait matching.  This message is simplistic in 
activating the schema of sponsorship and utilising the understanding of that concept to 
explain how the agreement benefits the team.  The other component of this articulation 
is the acknowledgement of intended brand benefits, which would pre-empt the reader 
from discounting the message by searching for ulterior motives (Forehand & Grier, 
2003).  The results from this study show that a sponsorship-based message that states 
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the basic sponsorship agreement with reasonable details is effective in increasing fit in 
highly identified fans.   
This finding supports the idea that articulation with a commercially-based 
component can succeed in improving fit when compared to control in highly identified 
fans.  While there have been studies that examine articulation with a commercial 
component (Cornwell et al., 2006; Weeks et al., 2008), these studies did not examine a 
sample of identified respondents, which have been shown to behave differently in both 
this study and previous studies examining both schema-based knowledge (Peracchio & 
Tybout, 1996) and sponsorship outcomes (Gwinner et al., 2009; Madrigal, 2001).  The 
sponsorship-based articulation used in this study is unique compared to other 
sponsorship studies that either chose commercial or non-commercial articulations 
(Cornwell et al., 2006; Weeks et al., 2008), as the current research identified team 
benefits (non-commercial) along with brand benefits (commercial) to decrease 
scepticism of the firm motive (Forehand & Grier, 2003).   
This data supports the idea that highly identified individuals can perceive a 
positive change in fit when the articulative link is believable and does not challenge 
prior knowledge and feelings regarding the sponsored entity.  The results of Study 1 
showing either no change or a decrease in fit can be attributed to the nature of the 
articulative message and the accommodation that was required to process that message.  
While the thematic articulations used in Study 2 do incorporate the team schema, it 
does not communicate information that would disrupt the knowledge or beliefs that are 
associated with the schematic structure.  It uses thematic relations which encourage 
assimilation to inform the reader of how sponsorship dollars will benefit the team, 
which is vastly different from saying a product or brand can help athletes perform or be 
similar to the team in image. The creation of meaningful links without the presence of 
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taxonomic matching between brand and team allows the reader to imagine the 
interaction of the two entities within the scenario of sponsorship or philanthropy 
without having to process a non-existent direct link between the two.  
When the thematic message includes a link between brand team and cause, the 
philanthropic message has a wider reach to include those who do not identify strongly 
with the team.   The cause-related benefits shown in this scenario significantly at a 95% 
CI (high-identification fans) or a 90% CI (low-identification fans) increases fit when 
compared to a taxonomic link. The most likely reason that fit does not increase as much 
for low identification fans, is because fit between brand and team is not as important as 
the sincerity of the message itself, which was significantly higher in a philanthropic 
message than an image-based taxonomic message for this group.  This is similar to 
other studies that have shown that sincerity of the message is an important variable to 
consider when communicating philanthropic activities (Forehand & Grier, 2003) and 
sponsorship activities (Speed & Thompson, 2000).  This difference between high 
identification and low identification fans highlights the different pathways that are 
taken to changes in brand attitudes. 
Both groups in Study 2 reported stronger brand attitudes through mediation as 
articulative links moved from none (taxonomic) to one (sponsorship-based thematic) to 
two (philanthropic-based thematic) links. But high identification fans used fit as the 
major mediator and low identification fans used sincerity as the only mediator.  This 
makes sense as the highly identified fans have a strong attachment to team and 
processing the message with that salient and important schema in mind.  When this is 
the case the traits and status of the in-group as a whole are most important, and the 
message would be interpreted by way of that identity (Cohen, 2003; N. Wyer, 2010). In 
this sense, the brand and team link would be very important to changes in brand 
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attitude.  For those with low identification, there is not a strong in-group schema with 
biases present.  Therefore, the message may be processed more objectively and the 
sincerity of that message plays the only role in affecting change in brand attitude.  The 
fit between brand and team is inconsequential to those who have no connection to either 
entity, so that route is bypassed.  That being said, sincerity is also a significant factor 
for those with high identification as evidenced by the model and the failure of a 
taxonomic image-based linkage.   
It also builds off of the existing research that incorporates indirect associations 
such as community (Cornwell, 2008; Olson & Thjømøe, 2011) and philanthropy 
(Simmons & Becker-Olsen, 2006; Uhrich et al., 2014).  By combining these two ideas 
into a philanthropic program that specifically helps the community, the focus of the 
articulative message is on community support. While this is slightly different to other 
empirical research that investigates these two concepts independently, the idea of 
multiple indirect associations as being a catalyst for increased  is not a new concept 
(Cornwell, 2008). That, combined with the understanding of the risks involved with 
direct taxonomic associations in the first two studies makes thematic indirect linkages a 
promising opportunity for future exploration.   
6.3 THEORETICAL IMPLICATIONS 
6.3.1 Thematic linkages 
This research is the first to develop an understanding of the components of both 
successful and unsuccessful articulative links, and the reasoning behind those outcomes. 
The first insight this research provides is the successful introduction of thematic 
linkages to the sponsorship context,  following their use in other relevant marketing 
literature (Noseworthy et al., 2010; Noseworthy & Trudel, 2011). The inclusion of this 
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concept to the ideas of sponsorship fit and sponsorship articulation will reinvigorate the 
conversation on how fit is achieved and how thematic relations can overcome low fit 
barriers.  There have been a few studies attempting to classify the dimensions of fit 
(Fleck & Quester, 2007; Gwinner & Eaton, 1999; Olson & Thjømøe, 2011) and the best 
pathways to achieving fit through articulation (Olson & Thjømøe, 2011). This study 
intends to solidify the contention of Speed and Thompson (2000) that fit should not be 
measured through any particular dimensions, but as a measure of overall fit.  It also 
suggests that the pathways to fit begin with either identifying pre-existing taxonomic 
links or creating thematic links.  Creating taxonomic links is at best useless and at worst 
harmful to fit, sincerity and subsequent brand attitudes. The creation of thematic links, 
however, is successful in positively affecting brand attitudes through perceptions of fit, 
sincerity or both.  This opens up the area of sponsorship articulation to a number of 
different directions to examine the future of thematic relations in a context that can 
certainly use them.   
6.3.2 High vs. low identification and processing 
The second contribution is to consider the process by which taxonomic links fail 
and thematic links succeed, and how these differ based on the reader. Receivers who 
have strong knowledge, affect or identification with one of the presented schemas rely 
on that schema to form judgements and feelings about the message, as has been shown 
in other studies (Peracchio & Tybout, 1996; Potter & Keene, 2012).  Because of this, 
the strongest predictor of change in affect is perceived fit between the brand and the 
identified schema. Therefore, the choice of an articulative link is crucial to this group as 
the activated schema is strong and detailed and the respondent may take time to attempt 
to process the link to achieve fit between brand and team.  When the link is created to 
attempt to manipulate a taxonomic relation between brand and team, fit does not 
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increase and may even decrease.  This is true regardless of the natural level of fit 
between brand and team before the message is read, meaning even a brand with a 
natural taxonomic link and high fit (Powerade and a sport team) shows a slight decrease 
in fit when a second image-based taxonomic link is introduced.   
Thematic relations, on the other hand, provide the fit between schemas externally 
that is necessary to increase brand attitude in highly identified fans when there are no 
taxonomic links present.  The interaction between these two schemas in a scenario such 
as sponsorship or philanthropy allows fit to be manipulated and increase brand attitudes 
as the major mediator.  Sincerity also plays a role in this mediation for fans, but the 
driver of changes in brand attitude comes through changes in the fit variable, which 
makes sense as other sponsorship studies have found fit to be an important variable for 
highly identified fans (Gwinner et al., 2009; Mazodier & Merunka, 2012) 
When a respondent does not have a strong attachment to either schema, it is not 
the link between the two schemas, but the sincerity of the message itself that drives 
judgements and feelings. Fit is bypassed by this group, but the message is scrutinised 
and if it is not believable ulterior motives are considered (Forehand & Grier, 2003). For 
taxonomic linkages, fit is unchanged for those with low identification, but sincerity is 
reduced and subsequently so are brand attitudes. To this group, schema matching is not 
important but intent of the company is, and when a taxonomic link is manufactured it 
not only fails to create fit but also is viewed as insincere. This is much more apparent in 
fans with low identification as they can view messages objectively unlike highly 
identified fans who may have sincerity biases (Olson, 2010; Ratten, Ratten, Kim, Ko, & 
James, 2011). 
Similarly, when thematic linkages are present they improve attitudes in low 
identification fans through the sincerity and believability of the message rather than the 
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thematic fit process that happens for highly identified fans.  Again, as there is not 
attachment the message is viewed differently, without a salient and vivid schema that 
needs to be addressed as occurs in highly identified fans. Therefore, the motive of the 
sponsor is the only variable that changes brand attitudes in those with low 
identification, which is similar to other studies (Forehand & Grier, 2003; Yoon et al., 
2006).  
6.3.3 Tested model 
Building off of the second contribution, this research submits a model for the 
processing of articulative messages that include a schematic link and brand motivation.  
As the links transitioned from taxonomic to thematic, the model showed that brand 
attitudes increased through the mediating variables of fit (high identification) and 
sincerity (low identification).  This model combines two important streams of literature 
in the processes by which brand attitude is affected. For those who identify strongly 
with one of the presented schemas in the message, fit is the most important mediator 
(Gwinner et al., 2009), and for those who do not, sincerity of the message is the only 
variable that affects brand attitude (Forehand & Grier, 2003).  This model helps 
academics to understand the different processes that occur in processing messages, and 
how the link between schemas and the believability of the message can both play 
important roles depending on the audience.  This research also attempted to separate 
thematic links with thematic philanthropic links with some success.  The results point to 
the idea that a philanthropic link does increase fit in low identification fans, where no 
other articulation affected fit.  It is possible that this is because the third link in the 
philanthropic articulation was community support, which may have been viewed as 
more meaningful than team support to those who are not strongly attached to the team.  
The philanthropic link was hypothesised to increase positive outcome variables because 
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of the extra link that included community.  Future research might attempt to separate 
this further to see if the presence of multiple links was as impactful as the idea that one 
of those links was pro-social.  Nevertheless, the current model as it stands helps to 
explain the nature of processing messages of articulation and a foundation for future 
studies.   
6.4 MANAGERIAL IMPLICATIONS 
This research was specifically designed to use actual brands and actual teams to 
ensure a greater level of generalisability.  When the brands for this study were chosen, 
care was taken to choose known consumable fast-moving consumer goods that were 
physically consumable, widely available and did not have natural connections 
(functional, image-based, geographic etc.) to the team in question (except for the high-
fit brand Powerade).  This was done to mimic an actual sponsorship relationship with 
low and moderate fit brands that might be considered plausible, yet have no obvious or 
even unexpected existing link. The image-based taxonomic articulation used in Studies 
1 and two are similar to that of existing literature, but also have deep roots in 
sponsorship-linked marketing campaigns in the marketplace.   In the introduction, there 
was an example of a recent real-life sponsorship announcement attempting to link an 
Indian Oil company and an English football club using an image-based taxonomic link.  
"While both Manchester United and Gulf have evolved and adapted since their 
foundation more than 100 years ago, neither has forgotten its roots. Gulf always seeks 
to demonstrate its core values of quality, endurance and passion, which are principles 
that are also held by the Club.” (Tanner, 2016). This suggests that the academic 
understanding of sponsorship fit is aligned with industry. 
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In terms of natural fit, the presence of functional, image-based and audience-
based similarities are still very meaningful predictors of fit, as shown in multiple studies 
utilising a pairing with high natural fit (Cornwell et al., 2006; Simmons & Becker-
Olsen, 2006; Weeks et al., 2008).  While highlighting a functional similarity in a brand 
extension can increase fit between the new product and parent brand, creating an image-
based link between brand and team failed to improve fit in this study.  Because the 
nature of sponsorship pairings are often much less naturally congruent than strategic 
brand or line extensions, there are less opportunities to highlight existing linkages 
between entities. If there is a linkage there, highlighting it is often unnecessary as the 
target market has a strong and salient schema that can find those connections and 
establish fit without any help from the brand (Cornwell, 2008).  
If there is not a natural linkage between brand and team, these studies show that 
every sponsor has a potential link to communicate to the target audience: the 
sponsorship itself.  The communication of a sponsorship and the benefits to both 
sponsor and sponsee has been shown in this research to improve fit by increasing 
perceived sincerity and pre-empting considerations of ulterior motives.  The very 
definition of sponsorship is  “an investment, in cash or kind, in an activity in return for 
access to the exploitable commercial potential associated with that activity“ 
(Meenaghan, 1991).  The simple act of entering into a sponsorship agreement is a link 
that can improve fit with fans of the team or event. This link is available in every 
sponsorship agreement, and if the study conducted here is replicable and generalizable 
beyond the sample, it provides a link that can be explained to establish fit.  This link 
makes sense in improving fit for people who identify with the sponsored property as a 
sponsorship agreement has tangible benefits to that entity, and that entity is the focal 
point of the identification (Ashforth & Mael, 1989).  Also by providing a message that 
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is completely plausible and believable within the schema of a sponsorship arrangement, 
both high and low identification fans find it to be sincere.  All of this can influence 
attitudes toward the sponsor brand, which is a major goal of any sponsorship 
endeavour.  
This research attempted to create sponsorship scenarios using real brands and 
actual fans of the teams and non-fans from the geographic area to attempt to resemble 
real markets that would be exposed and respond to a local team or event sponsorship.  
The earlier example of Gulf Oil shows the presence of a created taxonomic link that 
would mimic this study, but there are also other potential implications for 
communicating a taxonomic link that already exists. Understanding this as a marketer 
can pay dividends in choosing when to create a sponsorship-marketing campaign and 
what is and isn’t acceptable in terms of the message.  The impact of using marketing 
tactics to make a pre-existing taxonomical link more exciting or meaningful is another 
area of future research that will be considered.  
The most applicable finding of this study to the marketplace is the understanding 
that sponsorship fit is achievable in any sponsorship relationship using thematic 
relations. The nature of a sponsorship itself connects the brand and team/event through 
the exchange of money for the rights to exploit the relationship.  Fans of a team 
understand that sponsorship is part of professional sport and events, and the agreement 
itself provides benefits to the team that are tangible and easily communicated.  This 
research suggests that sponsorship agreements should include some evidence of those 
team benefits that are believable and verifiable to ensure the sincerity of the message.  
Stadium upgrades, equipment and affording expensive free agent salaries are all 
examples of how sponsorship money could be allocated.  As long as that can be agreed 
to and communicated, the commercial nature of the sponsorship is accepted by all fans.  
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The focal point of being a fan of an organisation is the entity itself, and showing how 
sponsorship benefits that entity can establish fit.  
Finally, philanthropic gestures can extend the potential market from fans to 
include relevant non-fans. This benefits of a philanthropic link attached thematically to 
the sponsorship agreement can reach beyond those who care about the team to those 
who care about the community, reach a larger audience and possibly deliver the 
strongest positive outcomes in both fans and non-fans.   
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6.5 LIMITATIONS 
There are a few limitations that might limit the generalisability of the studies 
presented in this research, including the definition of articulation, the choice of brands 
and the sample.  
The definition of articulation is “the act of explaining the relationship between 
entities” (Cornwell et al., 2006, p. p. 312) using sponsorship-linked marketing. As 
stated in the introduction and the discussion, this research attempted to understand the 
boundaries and guidelines of articulation to better understand it.  That being said, there 
were a few assumptions made about the definition of articulation based on past 
statements and research that drove these studies.  The biggest assumption is that 
articulation has been presented only as an explicit link between two entities, meaning 
the relationship was explained in detail (i.e. Powerade cited research that shows the 
electrolytes in Powerade immediately boost energy levels and stimulate muscles that 
can help athletes perform).  While this is consistent with previous operationalisations of 
articulation (Cornwell et al., 2006; Weeks et al., 2008) and Cornwell emphasises an 
explicit link in memory in discussing articulation (Cornwell, 2008), there is not a 
concrete understanding about whether articulation is defined as explicit.  For the 
purposes of this study, explicit links were used in both direct brand-team linkages and 
indirect linkages, but it is possible that the nature of the messages themselves had a 
hand in the results.  Image-based articulative links did not result in higher ratings of fit 
because they challenge the team schema held in the mind of the fan.  The explicit nature 
of the articulative messages forces the individual to use the accommodation process. In 
contrast, an implicit massage such as showing the product being used in advertisements 
while the team is winning might not force the individual to explicitly link the two 
entities, but an implicit association is still made. Another potential issue with the image-
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based articulation is that while explicit language is used in the manipulation, the basis 
for this linkage is not explicitly stated, which is the brand adopting the team image 
through team colours.  While this is implied, a more explicit link could ensure that the 
articulation was processed as taxonomic in nature. The other possible issue with the 
operationalisation of articulation between conditions was the difference in words 
between the control and treatment conditions.  While the numeric difference between 
50 and 74 is not great, this does amount to approximately 50% more words in the 
treatment conditions versus control.  The results of the experiments show a significant 
difference between taxonomic and thematic forms of articulation with under 10% 
difference in length. This highlights the nature of message as being more important than 
the length, suggesting that this limitation did not adversely affect the results of the 
studies. These ideas will be addressed in future studies.  
Another limitation is in the nature of the philanthropic link and how effects of that 
link can be explained.  The link included a local charity that was intended to create a 
link between brand, team and community and be a stronger thematic connection than a 
link that just linked brand and team within the schema of sponsorship.  This link of 
community support was intended to appeal to those with low identification as they were 
also members of the community in question. There were issues with this reasoning, as 
the link was then a combination of philanthropy and community.  This is similar to the 
seminal study on sponsorship articulation that had a complex thematic web that 
included a number of different activities, donations and arguments that could not be 
untangled (Simmons & Becker-Olsen, 2006). This does provide a foundation to further 
separate philanthropy and multiple thematic links to the effects of each on outcome 
variables. 
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A further limitation is the decision to alter the measurement of sincerity between 
studies from the scales utilised in previous sponsorship research (Speed & Thompson, 
2000) to ones that had been used in organisational research (Campbell & Kirmani, 
2000).  After close consideration following Study 1, the items from Campbell and 
Kirmani using semantic differentials (insincere, sincere; dishonest, honest; 
manipulative, not manipulative) were agreed upon by the researchers to be an 
operationalisation that best represents the construct.  The original scales, which 
included items such as “[Brand] is likely to have the [team]’s best interests at heart” 
were deemed to potentially measure altruism along with sincerity.  As one of the stimuli 
in Study 2 was philanthropic in nature, this proved problematic.  There was not 
sufficient time or funds to collect data with the purpose of conducting a detailed 
analysis of the scales and what they truly measured, but the decision to switch was 
made to increase the validity of the sincerity measure in Study 2. While the decision to 
switch was logical due to the nature of the items, it does create a limitation and decrease 
the transferability of the findings between studies. That being said, the strongest finding 
regarding sincerity was the differences between fans with high and low identification 
within Study 2, and these data and resulting inferences are not affected by this 
limitation.   
The next limitation of the research is the questionnaire instrument design.  The 
order of the identification questions should have been randomised to ensure that 
identification was not artificially heightened when respondents were asked before the 
stimuli.  
Another potential limitation is the possibility of non-response bias in Study 1.  
Only 10% of the emailed list responded, but this is in line with many online studies that 
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have been found to have lower response rates than other forms of recruitment 
(Manfreda, Bosnjak, Berzelak, Haas, & Vehovar, 2008).  
The next limitation listed in this study is the choice to use a unidimensional scale 
to measure team identification when it is possible that a multidimensional scale might 
capture a more robust understanding of identification levels. The researchers were 
aware of this scale at the time of data collection and made the conscious choice to use a 
7 item SSIS (Wann & Branscombe, 1993) as it was a shorter scale that was still in use 
in recent studies. The decision was made to attempt to reduce possible participant 
fatigue by choosing a 7 item scale over an 18 item scale.  
Finally, the samples used were recruited online using email lists and Amazon 
Mechanical Turk.  The issue with this method of data collection is that online 
experiments do not have the strict controls found in laboratory experiments and there is 
no way to completely ensure that subjects were honest, paid full attention and only took 
each survey once.  The data set was thoroughly cleaned to attempt to identify any red 
flags to remove data and the studies were conducted at separate time points using two 
samples from different countries.  The fact that the results from Study 1 were replicated 
as part of Study 2 provides more credibility to the findings.  That being said, the 
findings from each study cannot be safely generalised beyond the samples and because 
of the differences in collection the findings cannot be completely transferable from 
Study 1 to Study 2.  
 
6.6 FUTURE RESEARCH 
There are ample opportunities that can be presented based on the findings of this 
research.  The first area to consider is a deeper exploration into the nature of taxonomic 
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links between brand and team.  This consists of two separate investigations.  The first 
would be to examine explicit vs. implicit taxonomic articulations and see if there are 
any differences in perceived fit and perceived sincerity when the message is not forcing 
the individual to accommodate incongruent and overt messages.  The study would look 
at the same basic link between brand and team, but presented in a press release format 
versus an advertising message format.  Do the presence of more subtle references to 
brand and team similarities have any impact when compared to the explicit nature of 
articulation as operationalised in previous studies (Cornwell et al., 2006; Weeks et al., 
2008)?  The second study would investigate brand and team relationships with high fit. 
This would be based on the natural taxonomic link that is already in place and does not 
need to be articulated.  The conditions here would be no articulation, explicit 
articulation, explicit marketer enhanced articulation, and implicit marketer enhanced 
articulation.  This would test slogans like “The Science of Winning” (Powerade) vs. an 
explicit statement that says Powerade hydrates athletes, Powerade helps the team win 
games, or the slogan “The Science of Winning”. This would help to understand the 
options that a brand has to exploit an existing link and whether there are any positive or 
negative consequences to that exploitation.  
Further research also needs to be conducted on the thematic schemas that have 
been presented in this research.  The inclusion of other schemas other than sponsorship 
and philanthropy could be examined.  The separation of the philanthropic message from 
the sponsorship message could be tested to see how they fare separately.  The presence 
of a single link vs. multiple links on outcome variables could also be interesting.  It is 
possible that a local brand might gain more benefits than a non-local brand with the 
same sponsorship-based thematic articulation.  There are a number of different studies 
that could examine aspects of this concept.  Are there boundaries to what the third 
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schema can be?  Does linking two indirect schemas perform better than one or create 
ambiguity? Does a brand with a weak existing taxonomic link between brand and team 
benefit more from highlighting that link or from using an indirect schema?   
Another useful project would be to replicate and extend Study 2 using the 
sampling frame of highly identified Queensland Maroons fans used in Study 1. If the 
findings are consistent with both studies conducted in this research, it would further 
validate these findings and bring a greater degree of generalisability to the research as a 
whole.   
Another relevant line of research would examine the role of processing 
(peripheral vs. central) and identification (high vs. low) on articulative messages. The 
research would examine text vs. image-based communication and how these are 
processed by fans based on involvement, and how this affects DVs such as fit, sincerity 
and brand attitude.  
Finally, articulation research could venture into semantic linkages that are very 
common in current sponsorship-linked marketing campaigns.  This research shows that 
increased fit is possible with a few different types of indirect associations.  Many 
brands use semantic linkages in articulation to equate some sort of sport relevant 
terminology to their business.  An example from a law firm might be: “We might not be 
able to suit up and play basketball like the Cleveland Cavaliers, but we can still give 
you the home court advantage in your disability case.”  The study would look at 
semantic linkages as a form of articulation and then possibly articulation in combination 
with activation to see if linkages hold when the consumer interacts with brand after the 
message.  Especially if that interaction attempts to further solidify sematic linkages. 
Another direction would be to examine if the presence of a semantically-linked 
advertising jingle effects memory or attitudes. This would be another avenue where 
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articulation could be studied further to see how these different types of linkages work 
and why they may or may not be effective.  
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Appendix C: Correlation Matrix 
 
 
 
 
 FAN1 FAN2 FAN3 FAN4 FAN5 FAN6 FAN7 ATT1 ATT2 ATT3 FIT1 FIT2 FIT3 SINC1 SINC2 SINC3 
FAN1 1.000 .888 .861 .717 .860 .822 .704 -.006 -.008 -.019 .214 .197 .128 -.020 -.072 -.108 
FAN2 .888 1.000 .840 .731 .859 .800 .748 -.054 -.057 -.072 .222 .191 .136 -.070 -.112 -.158 
FAN3 .861 .840 1.000 .710 .830 .810 .713 .011 -.010 -.017 .240 .215 .162 .020 -.015 -.085 
FAN4 .717 .731 .710 1.000 .735 .715 .690 -.052 -.047 -.034 .210 .175 .080 -.049 -.118 -.153 
FAN5 .860 .859 .830 .735 1.000 .797 .759 -.039 -.028 -.039 .227 .193 .153 -.034 -.084 -.131 
FAN6 .822 .800 .810 .715 .797 1.000 .739 -.015 .000 -.016 .229 .211 .146 -.001 -.046 -.104 
FAN7 .704 .748 .713 .690 .759 .739 1.000 -.023 -.016 -.040 .238 .210 .158 .011 -.040 -.101 
ATT1 -.006 -.054 .011 -.052 -.039 -.015 -.023 1.000 .820 .808 .266 .337 .301 .460 .458 .345 
ATT2 -.008 -.057 -.010 -.047 -.028 .000 -.016 .820 1.000 .822 .309 .372 .352 .490 .502 .391 
ATT3 -.019 -.072 -.017 -.034 -.039 -.016 -.040 .808 .822 1.000 .265 .321 .294 .446 .448 .348 
FIT1 .214 .222 .240 .210 .227 .229 .238 .266 .309 .265 1.000 .750 .714 .368 .347 .258 
FIT2 .197 .191 .215 .175 .193 .211 .210 .337 .372 .321 .750 1.000 .721 .426 .402 .311 
FIT3 .128 .136 .162 .080 .153 .146 .158 .301 .352 .294 .714 .721 1.000 .443 .432 .339 
SINC1 -.020 -.070 .020 -.049 -.034 -.001 .011 .460 .490 .446 .368 .426 .443 1.000 .804 .653 
SINC2 -.072 -.112 -.015 -.118 -.084 -.046 -.040 .458 .502 .448 .347 .402 .432 .804 1.000 .712 
SINC3 -.108 -.158 -.085 -.153 -.131 -.104 -.101 .345 .391 .348 .258 .311 .339 .653 .712 1.000 
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